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Summary
Film, as a popular medium, has become increasingly influential within tourism 
marketing and tourist consumption. With its vivid visual representations of 
destinations and dramatic plotlines, popular film can play a potent role in mediating 
tourist destination image and influencing tourists’ practices at destinations. This thesis 
seeks to investigate the role of a particular film in mediating tourist destination image 
and influencing tourist practices at destinations by adopting The Beach and its 
representation of Thailand as a case study.
The thesis integrates theories from the image formation process, a structural approach 
to culture and film language and semiotics to suggest that the influence of popular 
film on tourists’ ways of seeing the world plays a vital role in their image formation 
process. In order to understand this influence more clearly, this thesis includes three 
studies: Study 1 is a semiotic analysis of The Beach', Study 2 investigates how 
Thailand is mediated and marketed by film production companies and tourist 
authorities; Study 3 considers the results of interviews conducted with a sample of 
British tourists to explore their interpretation of the film, the impact of the film on 
their images of Thailand as a tourist destination and its influence on their practices at 
the destination.
The main findings of the thesis suggest that tourists had already formed images of 
Thailand as a destination before viewing The Beach from both marketing and non­
marketing sources, including two other popular films, James Bond: The Man with the 
Golden Gun and The King and I. These initial images of Thailand were firmly 
embedded in the tourists’ memories for a long time before viewing The Beach and 
they were able to use these existing images as a reference point from which to 
interpret the representation of Thailand in The Beach. Their interpretations of the film 
suggest that they were aware that representations of Thailand and tourist practices in 
The Beach are mostly selective and even exaggerated or distorted. They suggested 
that The Beach had a minimal impact on their practices when they were in Thailand. 
The thesis concludes that tourists are not merely passive receivers of media but 
demonstrate a degree of sophistication in their ability to challenge the reliability of 
mediated representations of destinations in a film like The Beach and to differentiate 
between the film’s representations of the destination and tourist practices and reality.
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Chapter 1 
Introduction
1.1 Tourism and media
In the late twentieth century, society entered a new era in which the media have a 
substantial influence on people’s ways of life. Durham and Kellner (2001) suggest 
that people are currently living in a proliferating image and media culture in which 
new technologies are changing every dimension of life from the economy to personal 
identity. Different forms of media for example press, television, radio and cinema can 
produce a democratic ambience for serious engagement and genuine attention to 
human needs (Stevenson, 2002).
Featherstone (1998) suggests that the mass media were once regarded as tools to 
impose social ideologies on the masses and then generate a culture of mass 
consumption. The over-production of signs and reproduction of images and 
simulation leads to a loss of stable meaning and an aestheticisation of reality in which 
the masses are fascinated by the infinite flow of bizarre combinations which take the 
viewers beyond stable sense. The influence of the media and visual images on 
consumption culture can also be seen in tourism in which visual consumption is 
primary.
Accordingly, Urry (1990) suggests that tourism involves a collection of signs. Tourist 
activities include gazing upon the unfamiliar but spectacular landscapes and 
townscape of destinations. The tourist gaze and anticipation are constructed and 
strengthened through signs and images from non-tourist practices, especially from 
media such as film, TV, magazines, and video. Butler (1990) contends that in seeking 
information about possible destinations to visit, tourists and holiday-makers rely on 
three types of media. There are: oral, literary and visual. At the present, visual media, , 
especially films and television, have become more influential on tourists’ reception of 
the destinations and patterns of travelling. These media have become increasingly 
significant in tourist destination management and tourist practices and play a vital role 
in the ways in which destinations are presented and understood.
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Indeed, some research studies (Best, 2005; Mercille, 2005; Pan and Ryan, 2007) 
examine the roles of media such as television, newspapers, and travel magazines in 
mediating tourism and shaping tourist destination image. However, the research 
interest here focuses on the relationship between film and tourist destination image. 
Building on Butler’s (1990) contention of the influence of film in shaping travel 
patterns and Hall’s (1997) argument about the characteristics of film as a medium 
whose power can construct and pass on meaning of places, this study focuses on the 
role of film in tourist destination image and tourist practices.
1.2 Tourism and film
Mathieson and Wall (1982) and Urry (1990) suggest that tourism involves the 
temporary and voluntary movement of people from their normal place of residence to 
another place for a certain period of time. Their contention implies activities within 
tourism: travelling to a destination and activities at the destination. Urry adds that 
gazing upon spectacular and extraordinary landscape and townscapes are primary 
tourist activities. He also investigates the reason behind the tourist gaze. The 
investigation is related back to the relationship between media and tourism 
consumption. Among the media, film is claimed to have more influence in inducing 
tourism at the destination because of its visual primacy and its power to reach wider 
audiences (Bulter, 1990; Reily and Van Doren, 1992; Tooke and Baker, 1996).
Urry’s tourist gaze and the influence of film on tourism is rooted in the commonality 
between the film industry and the tourist industry. Both industries involve the 
exploitation of places and visual consumption by both film audiences and tourists. In 
the tourist industry, a tourist destination is a raison d’être of tourism (Boniface and 
Cooper, 2008). Tourist consumption is delivered and consumed at the destination. On 
the other hand, film uses destinations as locations. After the decline of the studio era 
in the 1960s, many films were made at actual locations. This development interlinks 
both industries. Many film locations became popular destinations for example, 
Salzburg, the location of The Sound o f  Music (1965), and The Devils Tower, the 
location of Close Encounters o f the Third Kind (1977).
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There have been a number of studies of the relationship between film and tourism 
regarding the role of film in destination marketing and in shaping destination images 
which finally result in an increasing number of visitors and impacts of tourism on the 
destination. The exposure a film gives a city, province or country is an advertisement 
viewed by potentially millions of people who cannot be reached through traditional 
tourism promotions (Hudson and Ritchie, 2006 b). Film and television programmes 
have a wide socioeconomic appeal, potentially broadening the base of the visitor 
market (Schofield, 1996). However, within such a practice, film is considered an 
uncontrolled tourism promotional tool which is adopted by many tourist destination 
countries. Films can be defined as ‘hall mark events’ as they are of limited duration in 
viewing time and the number of days they are shown in cinemas. They have the 
advantage of longer exposure periods than traditional travel promotion efforts and the 
extended availability on DVD and TV. Although the awareness, the appeal and the 
profitability of films diminish slowly over time, destination image and experience are 
enhanced in audiences’ memories by film elements (Riley and Van Doren, 1992).
There are a number of research studies that focus on the effects of film on destination 
images. Kim and Richardson (2003) conducted experimental research to study the 
effects of a specific film, Before Sunrise, on cognitive and affective images of the 
location it depicted. They found that the film significantly affected some of the 
destination image components and the interest of tourists in visiting the place. 
Mercille (2005) also studied the effects of media representation on destination image 
in a specific destination, namely Tibet. He found that the media representation of the 
destination significantly affected the tourist imagination and expectation of the 
destination. Also, Frost (2004) suggests that the use of a location for multiple films 
increases the complexity of the process of destination image development and 
management. Being used repetitively as a location for a particular type of film can 
strongly create the image of the destination as in the case of Lone Pine, California, the 
image of which has been influenced by its use as a location for several American 
western films. Wamick and Siriangkul (2005) studied the effects of The Beach on 
Thailand’s image among USA college students. They found that the film affected 
audience’s perceptions of Thailand in both positive and negative ways. The film 
portrays the unsafe and hostile elements which contrast markedly to the idyllic beach.
3
Their study supports Kim and Richardson’s argument concerning the effects of film 
on the affective image of the destination.
Realising the relative significance of film for destination marketing and destination 
images, several research studies have focused on the role film plays in increasing 
numbers of visitors to destinations which have been used as film locations. Tooke and 
Baker (1996) found that the number of visitors to the North York Moors National 
Park increased significantly as a result of the release of a specific television 
programme, Heartbeat. Riley and Van Doren (1992) contend that film is a pull factor 
(attraction) situated in push location (tourism generating area). For example, a popular 
film such as Close Encounters o f the Third Kind caused a 39% increase in visitor 
numbers to the Devils Tower National Monument in the year following its release.
The impact of an increase in visitor numbers on film locations is another film and 
tourism research interest. Riley et al (1998) suggest that film-induced tourism has 
potential impacts on the location and local economy. They found that in some 
locations, post-movie visitation results in an economic windfall as many sites have 
organised trips for tourists to see the film locations. Also, Beeton (2000 and 2001 a) 
suggests that while creating a new, intrusive style of tourism, the traditional budget 
travellers are disenfranchised. Some film locations are not tourist destinations and do 
not have the carrying capacity to cope with large increases in visitors. This results in 
undesirable consequences such as pedestrian congestion, and loss of privacy and 
facilities for locals (Tooke and Baker, 1996).
Existing research studies emphasise the application of the transformation power of 
film in destination marketing. They focus on causal relationships of film on 
destination marketing, especially on raising tourists’ awareness of the location. This 
current research provides a conceptualisation of film-induced tourism and its impacts 
on the tourist destination and tourism management at the destination, as well as the 
role of film in shaping and reshaping destination image. Indeed, researchers suggest 
that the visual representation and content or story of film can shape and re-shape the 
location image.
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However, the suggestion here is that there are three aspects of the role of film in 
shaping destination image that have not been investigated. First, previous studies 
disregard film production which is engaged in mediating location’s images. Secondly, 
they do not investigate visual representations and the storyline of film which entails 
signs and meanings of the destination. Lastly, most researchers for example Beeton, 
Kim and Richardson, Wamick and Siriangul, and Mercille use quantitative 
approaches focusing on tourists’ perception of location image as a result of watching 
films. They disregard the tourists’ interpretation and understanding of the destination 
image depicted in film and the influence of film on their anticipation of tourist 
practices at the destination.
Therefore, this study will investigate three aspects of the role of film in mediating 
destination image and tourist practices at the destination. The study aims to 
investigate how destination image is projected, how films are interpreted and 
understood, and how they affect tourists’ anticipation of their practices at the 
destination.
1.3 Theoretical approach to this research
Tourism is a complex and multi-dimensional area of study. There are a number of 
theoretical approaches that can be applied to unpack the complexity of tourism, based 
for example on a sociology, geography, psychology, anthropology, marketing and 
business studies, cultural studies and media studies. As noted above, this research 
investigates the role of film in shaping tourist destination image and tourists’ 
practices. Its focuses are on tourists’ interpretation and understanding of a popular 
film and how their interpretations influence their image of a destination and practices. 
It therefore crosses over two areas of study; tourism marketing and film studies which 
in turn draw upon a range of disciplines notably in marketing particularly the 
destination image formation and tourist studies and media audience’ studies. There 
are two approaches that can be used to understand the relationship of these 
disciplines. The first relates to the destination image formation which is important to 
understand the link between film and tourism and it is used in this research to help 
understand the relationship. The second relates to structuralism and culture which
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helps in an understanding of tourist’s ways of viewing the world including film. This 
is explored in a semiotic analysis which identifies the key message of the film.
The formation process of tourists’ image of destination
Since tourism products are mostly intangible, tourists’ images of a destination are an 
important factor in influencing their decision-making process and their behaviour. A 
tourist’s image of a destination is part of destination marketing which is developed 
from a study of an imagery process. The imagery process is a way of processing and 
storing multisensory messages in the memory. The process depends more on tourists’ 
holistic impressions and knowledge, which are often described as mental picturing. 
Information and knowledge are stored and represented as images (Maclnnis and Price, 
1987). The imagery includes all of the senses smell, taste, sight, sound and touch. The 
tourists’ image of a destination reflects their anticipation and expectation of 
experience at the destination. It is a key to understanding tourists’ behaviour and their 
travel practices at the destination. It is suggested that tourists’ images of a destination 
is not only the way they see the destination but also the way they see themselves as a 
tourist at the destination (Jenkins, 1999).
The process of tourists’ image formation is a continuum process which takes place 
before the actual visit, during the visit, and in the evaluation of the visit. It is a mental 
representation of a destination on the basis of information delivered by the image 
formation agents and selected by the tourist. It involves two ends of information 
transmission which are the destination (its physical and psychological attributes) and 
the receiver or tourist.
Before the actual visit, the process begins with the search for travel information from 
various sources. At this stage, popular media which include the visual image of a 
destination including visual representation of a destination in film, produce a 
significant medium that can deliver a destination’s attributes to a receiver or tourist. 
Tourists receive information from visual media in instant information of a destination 
in visual imagery. Popular media are integrated in people’s daily lives. Tourists bear 
their image of a destination in their mind and use it to select the destination to visit. 
Moreover, the anticipation and expectation begin to form themselves. During the visit,
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tourists modify their existing image of a destination with their actual experience at the 
destination. After their visit, tourists evaluate their experience and their expectation. 
This results in a more complex and realistic image. The formation of a tourist’ image 
of a destination is dynamic and changing. Also, it implies the forceful influence of the 
popular media as an organic formation agent on tourists’ imagery and how tourists 
react to it when they are actually at the destination.
This research uses this approach to investigate how tourists form their image of a 
destination and the extent to which popular film shapes those images and their 
practices before their visit, during their visit and after their visit to the destination.
Structuralism approach to culture and tourism
Tourism and culture are inter-related in three dimensions. First, tourism is said to be 
one of the cultural practices of people in society (Urry, 1990, Iwashita, 2003). Second, 
culture is a form of force that implants in human beings and encourages their action in 
everyday life (Inglis, 2005). In saying this, culture plays a significant role in tourists’ 
behaviour as well as in their decision-making process. Lastly, Urry (1990) suggests 
that tourism is multi-faceted and bound up with many other social and cultural 
elements in contemporary societies. The development of tourism is accompanied by 
the development of visuality which is also a part of culture. It is said that images play 
a vital and formative role in tourist practices (MacCannell, 1976). In actual fact, the 
images of tourist destinations are what really attach to tourists rather than economic 
and social realities. The relationship of visuality and tourism has been developed 
through a wide range of media. The production of visuality encompassing exploration 
of imagination is a part of tourist activities (Cough and Lubbren, 2003). As discussed 
above, it can be said that tourism and visual culture take place in the wider context of 
culture.
Structuralism is the theory that mainly investigates the structures of texts and 
language. It originates from the theoretical work of Swiss linguist, Ferdinand de 
Saussure. Lewis (2004) explains that Saussure clarifies the operation of language 
through its relationship with culture. Saussure understands these operations in terms 
of major determining forces and formations called structures. Besides, he views
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language as the principal agent in the foundation and formation of these structures. 
Therefore, society, culture and meaning-making are unforeseen events of language 
and language structures. Saussure believes that the structures of language do not 
change according to culture while contexts vary across different cultures. Besides, 
Saussure develops the models of the Signifiers and the Signified. He contends that the 
Signifiers which can be sounds, lights, images etc. have no inherent meaning. The 
Signified are mental concepts which are produced when a person has interactions with 
the particular signifier. The interaction of the person and the signs creates meaning 
(Storey, 1993).
Barthes (1972) proposes the schema called signifier/signified and signs, contending 
that the signifiers express the signified and the sign. The sign is the associative total of 
the signifiers and the signified. Developing Saussure’s model, he adds a second level 
of second signification or connotation where myths take place. Any significant unit 
whether verbal or visual will be a kind of speech which contains text and myth. In 
fact, myths are the turning of the cultural and historical into the natural. Culture is the 
structure behind myth-making. Myth is said to be made by the ruling or the dominant 
class in order to protect their status quo. Further, Barthes (1972) claims that myth 
supports the interests and values of the dominant social class.
Since structuralism derives from linguistics, which mainly focuses on the structure of 
language, analysis of culture is based on the study of a structure that gives meaning to 
language. In structuralism, culture has two dimensions. On the one hand, culture is 
viewed as one of the structures of the language that gives meaning to signs, texts and 
objects; on the other hand, it is viewed as signs or objects.
This research involves a study of film which is part of popular culture as well as 
popular media. Film has a potent influence upon societies as it is a medium that 
passes on social ideologies to its audiences. Moreover, it has its own language and 
semiotic which are developed from Saussure’s and Barthes’s legacies. The 
structuralism approach is used to investigate signs and meanings of a film as well as 
analysing tourists’ interpretation of film.
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1.4 Research setting
The researcher’s initial interests were trends of destination marketing both at national 
and international levels and impacts of popular media on tourists’ image of a 
destination.
As a Thai researcher, a major influence on this research was the growing number of 
international films produced in Thailand and the number of Thai films that have been 
shown in international film festivals. Also, the Tourism Authority of Thailand (TAT) 
has been aware of the increasing popularity of Thailand as the film location 
destination for international film makers. Since 2003 it has co-operated and joined 
with the Thailand Film Board to hold the annual Bangkok International Film Festival 
which aims to promote the country as a film location destination for international film 
crews.
A number of popular films such as The Beach (2000) which uses Thailand as its 
location and Lord o f  The Rings (2001) which uses New Zealand, have been used as 
non- marketing tools to promote tourism to these countries. In the case of The Beach, 
TAT heavily advertised Thailand’s attractions during the release of the film including 
joint activity with 20th Century Fox to promote Thai beaches. This led the researcher 
to wonder about the use of these popular films as indirect promotional tools; what do 
they say about the destinations? How do they affect the tourists’ knowledge of tourist 
destinations? These questions led to this study of the role of popular film in 
destination image which is within the corpus of destination marketing. In particular, 
the researcher was interested in the role of film as a medium in mediating destination 
image and tourist practices as well as how tourists understand it.
The use of popular media as part of marketing activities has effects not only in terms 
of inducing tourism at the destination but also in creating and shaping the 
destination’s identity. Most research of popular media suggests that popular films 
have a beneficial impact on tourist destinations. Within Thailand, the use of The 
Beach as part of destination marketing activities inspired the researcher who has a 
background as a Thai researcher to choose her own country, Thailand, as a destination 
for the study. It was hoped that this research would also be beneficial to tourism 
management in Thailand. As already mentioned, the researcher was interested in
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study the roles of film in shaping tourists’ image and their practices at the destination. 
She used The Beach and Thailand as a case of this research. This research is aimed to 
investigate how tourists understand a film and how film influences their behaviour 
and their image of a destination.
1.5 Research aims and objectives
As mentioned in the research setting, the central research question is ‘what is the role 
offilm in mediating tourists ’ image o f  a destination and tourist practices ’? ’
The aim of the research, based on this central research question, is to investigate 
representations of a tourist destination from a Hollywood film which shapes and 
reshapes tourists’ image of a destination and affects their practices.
Accordingly, the objectives of the research can be identified as follows;
1. To identify ways in which a popular film mediates destination image and 
tourist practices at the destination.
2. To understand key messages conveyed to tourists regarding destination 
image and tourist practices via film.
3. To investigate tourists’ understanding of the representation of destination 
image and tourist practices.
1.6 Organisation of the thesis
This thesis is organised into seven chapters. After this introductory chapter, Chapter 2 
explores a reciprocal relationship between film and tourism which illustrates the 
growth of film and tourism studies. The chapter provides insights into the impact of 
film on tourism at the destination and tourist’s image. The contribution of this to the 
whole thesis is that it provides a theoretical framework for the research. Chapter 3 
provides an understanding of film as part of popular media and culture and how it is 
included in tourism studies. It investigates the development of the film industry, its 
various elements and language and gives an understanding of its nature and power 
over its audience or potential tourists. Film is involved in tourism as a form of visual 
culture of tourism which provides visual images of places and affects tourists’ 
imagination and anticipation. The chapter provides a theoretical platform to
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understand popular film as a cultural product, how to read and interpret it, as well as 
how to understand its audiences.
Chapter 4 provides a brief introduction to the concept of a tourist destination and its 
image, and contextualises this in relation to Thailand. It focuses on the process of 
tourists’ image formation. The process implies that tourists gather information about a 
destination from both marketing and non-marketing sources. It underlines the role of 
film as a non-marketing information source. Tourists’ image of a destination is a 
result of a holistic impression of a place from a combination of different information 
agents. The process is dynamic and ever-changing. Tourists are able to correct and 
update their image of a destination over time. This chapter provides keys to 
understand how tourists form their image of a destination after they encounter the 
media.
The research includes three studies which investigate the meaning of film, the 
production of film and the consumption of film in context of tourism. Chapter 5 
explores the methodological position of the study. It provides the methodological 
rationale, the research methods and the practicalities of the research. It includes the 
analysis and key findings of the three studies. Chapter 6 integrates the findings of the 
three studies. The findings are organised according to a categorisation of themes and 
the process of tourist’s image formation and the process of seeing film. They are 
discussed in the context of theories and previous research. There are three parts to this 
chapter: ‘Behind the scenes’, ‘On the screen’ and ‘On location’. It suggests that 
tourists collect information about a destination from various sources and establish 
their image of a destination before they see the film. This information is a key to their 
interpretation and negotiation of meaning when they watch the film. It implies that all 
elements of film are important in conveying meaning of a place but location and 
cinematography are the most powerful tools.
Chapter 7 summarises key messages of the research conveyed in the findings and 
discussion chapter. It also includes the implications of this research for destination 
marketing, limitations of this research and suggestions for future research. The 
structure is presented in the plan in figure 1.1.
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Chapter 4 
Thailand: Destination and image
Chapter 1
Introduction and background of the study
Chapter 2 
Film and tourism
Chapter 7 
Conclusion
Chapter 6 
Findings and discussion
Chapter 3
Film as form of popular media and its roles in 
visual culture of Tourism
Chapter 5
Research methodology and key findings
Figure 1.1: Plan of the thesis
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Chapter 2 
Film and tourism
2.1 Introduction
Film-induced or movies-induced tourism has become known in the field of tourism 
studies since in 1990s. Research studies of film- induced tourism in the early period 
focused on the relationship of film and the tourism in terms of the influence of film as 
a type of media, on destination images (Butler, 1990, Schofield, 1996). In the role of a 
mass medium, film transfers information and meaning to a large group of viewers via 
motion picture, sounds, storyline and characters. In relation to the tourism industry, 
films can convey attributes of a tourist destination where they were shot as well as 
shape the image of a destination. According to Butler, (1990) and Urry, (2002), 
people mostly gather knowledge from visual media rather than written information. 
Audiovisual information sources, for example film and television, are part of people’s 
daily lives. Film and television include visual images of a destination and audio sense 
which can provide substantial detail about a place in a short period of time. They have 
become important in tourists’ decision making processes.
In correspondence to the concept of tourist destination images, research into film and 
tourism has been developed in the area of film and destination marketing. As 
mentioned earlier, film has been a very significant source of information for tourists. 
It has been stated that film is also a marketing promotional tool needing minor 
investment (Riley and Van Boren, 1992; Hudson and Richie, 2006). Moreover, 
movies or films have been defined as a ' puli' factor (Riley and Van Boren, 1992) and 
‘Hallmark event’ as they can greatly enhance the awareness of tourist destinations and 
lure tourists to destination places (Hall, 1984). Bestination Marketing Organizations 
(BMOs) have adopted film as one of their marketing strategies and created a 
relationship with the film companies. For example the Tourism Authority of Thailand 
in UK had an extensive joint activity with 20th Century fox which produced The 
Beach to promote its beaches (Grihault, 2003). Similarly, Tourism New Zealand has 
branded the country as the home of The Lord of the Rings and Middle Earth aiming to 
attract The Lord o f the Rings' fans to the country.
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There are research studies into the relationship between film and the flow of tourist to 
the destination. These studies explore both tourist travel motivations and number of 
tourists to the destination (Tooke, and Baker, 1996; Connell, .2005; Riley, Baker, and 
Van Boren, 1998). There has also been some research concerning the impacts of this 
kind of tourism on the destination. The purpose of this chapter is to investigate the 
relationship between film and tourism in aspects of destination image formation, 
destination marketing and impact of film tourism on the destination. The chapter 
begins with the discussion of film as part of popular media followed by film and 
destination image; film and destination marketing and impacts of film tourism on a 
tourist destination.
2.2 Film as popular culture and popular medium
In many ways popular culture is a product of the Industrial Revolution with 
commodities in the form of for example Dicken’s novels they produce for the masses. 
Iwashita (1999) suggests that popular culture follows the creation of a mass market. 
‘Popular’ has something that is widely favoured and related to masses of people. In 
the twentieth century people consume and enjoy the cultural product of a modem 
cultural industry which found a profitable market in the cultural demand of the newly 
enriched masses. The cultural products they consume are called ‘popular culture’ 
(Hall, 1981). In the commercial culture industry, the product is sold by propagating 
that the idea that everyone has the right and freedom to enjoy pleasure in one’s own 
way. That pleasure includes the mass media.
Films or movies have been categorized as a medium of popular culture as much as 
literature, television, radio, and advertising. Butler (1990) discusses the characteristics 
of the visual media including the motion picture that it can be reached by a vast 
number of people in all classes with few limits. Although, it has been considered new 
in comparison with an oral medium and literary medium, it has become greatly 
significant in influencing people’s tastes and ideas. In modem times, people read less 
and rely much more on the visual form of information to gain knowledge. Then what 
is shown in movies and television has become even more important. In actual fact, 
films achieve a combination of pictures, music, dialogue, printed text and visual 
media. Films enable people to enjoy a multi-sensory form of expression by use of
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electrical devices. Films have an ability to represent human beings and objects in 
motion with aesthetic and scientific sensation (Scheunemann, 1996). Film is not only 
a medium but it is also a form of art that tells story via characters, scenery, and 
landscape which is now more powerful than literature (Beeton, 2005). The power of 
films as a medium can move people’s behaviour and affect social change. The 
influence of film as a popular medium on a destination image and tourist’ behaviour is 
extensively discussed in the next chapter. However, Uny (1990) suggests that popular 
films have effects on tourists’ centres of interest or a tourist gaze which is intertwined 
with the image of the tourist destination. The next part investigates the relationship of 
film and the destination image.
2.3 Film and destination image
Understanding destination image is an important factor in understanding the tourism 
decision-making process and predicting tourist behaviour (Baloglu and McCleary, 
1999; Kim and Richardson, 2003). The image of a place is a major concern in order to 
comprehend customers’ evaluation of the place. The place’s image is identifiable and 
changes over time yet it will be stuck in the public mind for a long time even if it 
loses its validity (Kotler et al 2002). From a sociological perspective, Urry (1990) 
assumes that the basic customer motivation is the aspiration to experience an 
imaginary pleasure that has been developed in their minds. The image in the tourist’s 
mind is the most powerful motivator. Beeton (2005) discusses further that mental 
images not only form the basis for selection of a destination, but are also used in post­
experience evaluation.
The image of a place is constructed by both personal factors (psychological, socio­
economic and cultural characteristics) and stimulus factors including various sources 
of information. The personal factors including personal characteristics have effects on 
people’s feeling towards the place. On the other hand, various types of information 
sources prompt the cognition of the place (Baloglu and McCleary, 1999). The 
perceptual or cognitive evaluation refers to a belief or a knowledge, a feeling about a 
destination’s attributes whereas affective evaluation refers to affection toward it. 
Consequently, the affective evaluation of the destination is a result of people’s
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cognitive evaluation of the place. People have to form the knowledge of the place in 
the first phase and develop their feelings or emotions toward it.
People’s perception and knowledge of places develops from the various information 
sources integrated with their characteristics. Destination images are mostly drawn 
from a wider range of information sources and in the combination of various forms of 
media rather than one form exclusively. For instance, tourist brochures have a visual 
and literary component, movies and television have visual, oral, and occasionally 
literary element (Butler, 1990). Iwashita (2006) suggests that the images of a tourist 
destination, in particular of a whole nation, are more frequently built up as a result of 
the tourists’ general media exposure including popular culture than by promotional 
activities of the tourism industry itself. Indeed, Urry (1990) maintains that in 
postmodern media-dominated societies where people increasingly depend on the 
media to signify reality, the media representation approximates more closely to 
people’s expectations of reality and the reality itself is a representation.
Accordingly, film is not only a medium of popular culture but it is also a source of 
information for the destination (Butler, 1990; Kim and Richardson, 2003; Iwashita, 
2006). Achieving a combination of pictures, music, conversation and visual image, 
the motion picture has been viewed as a powerful tool to construct and shape the 
destination image as well as to create the places’ icons (Butler, 1990; Riley and Van 
Doren 1992; Schofiled, 1996). This part of the chapter deals with the roles of film in 
constructing and shaping destination images as well as constructing iconic attractions.
2.3.1 Roles of film in constructing and shaping destination images.
Beeton (2005) proposes that destinations images have been formed by the ways in 
which people consume film. Viewers may identify with a subject, a storyline 
combined with their characteristics. She finds that the Australian rural image has been 
modified by being used as backdrop of films such as Ned Kelly which has been filmed 
in many versions. Australia’s image has been reconstructed according to the 
production of each version. Bushranger has become the major image of Australia’s 
rural life. In supporting Beeton’s statement, Frost (2006) also, proposes that historic 
films such as Ned Kelly can create and enhance the image of the country. Being the 
backdrop of films, particularly historical films, can shape the overall image of a
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destination. The story of Ned Kelly, an outlaw hero who has to escape from the police 
to the bush in rural Australia, has affected the image of rural Australia as a place to 
escape. He argues that the image of the destination is reinforced and developed by the 
story rather than the visuals.
Film has been one of the major media to construct and pass on meaning of places as 
people’s second hand experience (Hall, 1997). Film can offer the popular view of the 
destination that may induce the destination to recreate its own identity in its image. 
The specific content of film can considerably affect the viewers’ image of the place 
shown in the film in both constructive and negative ways. Kim and Richardson (2003) 
suggest that Before Sunrise highlights a cultural but relaxing attribute of Vienna. The 
film makes Vienna a desirable tourist destination and attracts viewers to visit the city. 
However, the popular tourist’s perception of a place can reconstruct its identity and 
image. In certain stances, the reconstruction of place’s image may not be congruent 
with reality. Mercille (2005) argues that in the Hollywood popular films such as Lost 
Horizon and Seven Years in Tibet depict Tibet as a beautiful mountainous, cold, harsh 
and dry environment and emphasises a peaceful, sacred and uncorrupted aspect of the 
country. The films made those aspects become the dominant image of Tibet which 
reconstructs the identity of the place.
Moreover, genres of film have an influence in shaping destination image. A 
destination may have more than one image in relation to genres of film that have been 
shot there. Frost (2004) suggests the locations that have been used for multiple films 
can increase the complexity of the process of destination image development. The 
‘Lone Pine’, in California, can be considered as a multiple-film location. According to 
the attributes of the place, Frost finds that the destination image has been gradually 
shaped by a number of action films and then by the American western films. 
Similarly, the image of Manchester has been shaped for many years by being 
backdrops of many murder and detective films (Schofield, 1996). The tourism 
authority in Manchester, therefore, developed its tourism product according to the 
image.
Films highlight dominant aspects of the destination to the eyes of audiences. It is 
obvious that film has an impact on audiences’ perception of a destination. The
17
impacts on audiences lead to the construction and reshaping of a destination image. 
During the process of constructing the destination image, films also draw audience’s 
attention to depicted attributes of a destination and make them iconic attractions. The 
next part discusses influences of film on the construction of iconic attractions of a 
destination.
2.3.2 Film and iconic attraction
Many researchers of film and tourism have discovered that films presenting the 
scenery of a destination can create the icons that are the focus of the story. The icon is 
the part of a movie that is remarkable and appealing, including a film’s symbolic 
content, a single event, a favourite performer, a location’s physical features, or a 
theme epitomising all that is popular and compelling about a film. Film icons are not 
only the scenery or physical attractions but also storyline or themes that are correlated 
with location. Both tangible and conceptual icons become central points of visitation. 
Consequently, the icons connect viewers to the location portrayed in the film. They 
can be recurrent or single climatic events with which viewers’ identify (Riley et al, 
1998). Hudson and Ritchie (2006) explain that film icons are formed after the 
selection of the location. The ideal film location to inspire people to travel to the place 
is a formula of idyllic or extraordinary landscape qualities, a unique social and 
cultural favourable point and/ or an image that the tourists identify with and wish to 
explore. It can be said that the movie icon’s appealing attributes of the destination are 
enhanced by elements of film such as the storyline, characters and actors.
In addition to the concept of movie icon, Riley et al. (1998) maintain that the visual 
icons may be the scenery of Montana in A River Runs through It and The River Wild. 
On the other hand, thematic icons may be exemplified by various hues of female 
bonding that attracted many people to Natchitoches, Louisiana in Steel Magnolia. 
Movies may also have more than one icon linked with location. Table 2.1 illustrates 
iconic attractions that are constructed by films.
The iconic attractions portrayed in films are ‘pull factors’ in the ‘push location’. The 
pull of a film can be verified by the increasing number of visitors to the Devils Tower 
National Monument where key scenes of Close Encounters o f the Third Kind were 
shot (Riley and Van Doren, 1992).
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Film Location Iconic Attraction
A River Runs Through it Montana Rivers and Mountain Fishing
A River Runs Through it Montana Rivers and Mountain Natural Scenery
Bridges of Madison County Covered Bridges, Winterset. IA Love theme
Bull Durham Baseball Diamond, Durham NC Baseball
Close Encounter Devil Tower WY Alien Encounter
Dances with Wolves South Dakota Plains Native American Culture
Dances with Wolves South Dakota Plains Natural Scenery
Deliverance Georgia River Canoeing
Field o f Dream Dyersville IA Baseball History and Mystique
Forest Gump Park Bench, Savanna GA Underdog Makes Good theme
Fried Green Tomatoes Juliet GA Self Liberation theme
Fugitive Chicago IL Nightscape of Chicago
Fugitive Great Smoky MtRailroad, NC Train Crash
Gettyburg Gettyburg VA Historic Even/Site-Battle
Home alone Chicago IL Suburban Home of Kevin
JFK Book Depository, Dallas TX Shooting of JFK
Last of the Mohicans Chimney Rock Park NC Native American Culture
Somewhere in Time Grand Hotel, Mackinac Island MI Colonial Love Story
Steel Magnolias Natchitoches LA Women’s Relationship
Thelma and Louise Arches National Park UT Self Empowerment Theme
The River Wild River in N.W. Montana Rafting and Natural Scenery
Weekend at Bemie II US Virgin Island Tropical Paradise
The Story of Ned Kelly 
Gang (1906)
Outskirt o f Melbourne Bushrangers, Australian bush culture
The Picnic at Hanging Rock Hanging Rock, Central Victoria Australian bush culture, the bush as fearful, 
dangerous mysterious
Man from Snowy River I 
and II
Alpine National Park, Victoria Australian mountain culture final frontier 
adventure
Crocodile Dundee Kakadu National Park, Northern 
Territories
Australian bush culture Loconic Australian 
identity
Ned Kelly (2003) Central Victoria Bushranger, Australia bush culture, final 
frontier adventure
Neighbours Melbourne, Victoria Australian suburban culture. Gender relations 
in the suburbs
Home and Away Australian coastal life-style(sun, sand ,surf and 
sex). Small, caring community
Mad Max Silverton, New South Wales Futuristic, post-nuclear world. Land as enemy. 
Foreign, barren landscape.
Sea Change Barwon Heas, Victoria Change of life-style (competitive urban vs 
cooperative rural) Small caring community.
Table 2.1: Movie icons in the USA
Source: Riley, Baker, and Van Doren (1998);Beeton, (2004), (2005)
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The visitor number to Devils Tower National Monument throughout the 1970s and 
1980s reflected a dramatic change caused by the film’s release. Hudson and Ritchie 
(2006 a) also mention that tourism visitation to Cephalonia increased dramatically 
over the two year period after the release of the film Captain Corelli’s Mandolin. 
Tourists visited the island because the film represented Cephalonia as an exotic, 
seaside resort which pulls tourist to the island.
It is obvious that films not only create iconic attractions of a destination but also 
influence tourists to visit the destination. As a consequence, films are used by several 
Destination Marketing Organisations (DMOs) as indirect marketing promotion tool. 
The next part underlines the use of film as marketing activities.
2.4 Film and destination marketing
Destination marketing has been considered as the ‘heartland of tourism marketing’. 
Destination marketing is an on-going process started from an analysis of markets and 
destination resources, followed by strategic decision-making, organizational design, 
implementation and finally evaluation (Seaton and Bennett, 1996). Destination 
marketing encompasses with the strategic planning, the conscious use of publicity and 
marketing to promote business investment, visitation or in-migration to a particular 
country, state, region or town as well as using it to increase exports (Nielsen, 2001).
However, Beeton (2005) argues that destination marketing is the whole process of 
tourism development with the cooperation and input from all sectors of the 
community-the government, businesses, interest groups, residents and visitors. 
Tourism development includes the destination strategies which are aimed to create 
positive images of the destination and reinforce flows of potential visitors to the place. 
Similarly, Kotler et al (2002) maintain that place or destination marketing comprises 
four activities, namely ‘developing a strong and attractive positioning and image for 
community, setting attractive incentives for current and potential buyers and users of 
goods and services, delivering a place’s products and services in an efficient, 
accessible way, and promoting a place’s attractiveness and benefits in such a way as 
to ensure that potential users are fully aware of the advantages’ (Kotler et al, 2002 ; 
44).
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Hall (2002) suggests that destination marketing strategies have four major goals that 
are: to attract tourism expenditure, to generate tourism employment, to provide 
positive images for potential investors and to attract professional workers to the area. 
The imaging processes are characterized by a combination of the development of 
visitor attractions and/or facilities, the introduction of hallmark events, the 
development of leisure and cultural services and projects as well as the development 
of tourism strategies and policies. The creation of a positive destination image is an 
important process of the destination marketing plan. Destination image is ‘what 
attracts people even if it is reality which determines if they enjoy themselves and 
return again’ (Butler, 1990; 46). It is essential to know how people perceive a 
destination and to understand what factors make them visit the destination. Morgan 
and Pritchard (1998) suggest that the destination image remains in the tourist memory 
for long time and is transformed to be a kind of belief. It is regarded as a decisive 
factor in affecting vacation choice (Kotler et al, 1993; Seaton and Bennett, 1996).
Therefore, managing destination image is one destination marketing strategy. A ploy 
that has been used for enhancing people’s awareness and creating positive destination 
image is film. As mentioned earlier, film plays a potent role in constructing a 
destination image and influences tourist’s perceptions of a destination. Beeton (2005) 
suggests that an additional practice should include understanding the role of visual 
media such as film and television programmes as opposed to direct advertisement. 
Indeed, Riley et al (1992) suggest that ‘the visual media happen to construct 
anticipation and allure that induces people to travel’ (: p 932). Although, films are not 
produced to promote the destination, their storylines, underlying themes, exciting 
events, spectacular scenery and characters create hallmark events
Films or motion pictures have been used for destination marketing in two aspects. On 
the one hand, film can influence tourists’ perception of the destination image which 
happens in the destination selection process and can increase number of visitors to 
destination. On the other hand, film helps increase a number of tourist arrivals at the 
destination and is used in marketing activities.
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2.4.1 Film and tourist perception of destination image and decision 
making process
Tourism products and the destination are intangible and unable to be tasted or 
demonstrated before purchasing. Prior communication with first time visitors provides 
the basis of information on which the decision is taken and constructs a destination 
image. Film and television are impersonal and non-commercial sources of 
information that may be highly influential though it is difficult to control the content, 
time and place (Seaton and Bennett, 1996). Indeed, Iwashita (2006) maintains that 
popular culture such as film can create destination awareness, consciousness and 
images which lead to strong interests in the destination and actual travel. Films are 
‘non-marketer controlled hallmark events’ which extend exposure to a tourist 
attraction and allow viewers to gather some information and a vicarious knowledge 
(Riley, and Van Doren, 1992: 269). Tourists develop involvement, active exploration 
and major interests during the process of viewing film. Film can influence tourists’ 
decision making with less investment than specifically marketed advertisements.
Also, Tooke and Baker (1996) mention that films become major vehicles of creating 
an awareness of destinations and bringing about the wonders of the world and the 
excitement of remote natural environments to a great number of people. While people 
are watching the film repeatedly, their desire to visit the places depicted in film 
become more powerful. Examples include Close Encounters o f the Third Kind. It is 
reported that after the movie was released in 1980, Devils Tower National Monument, 
the iconic attraction, recorded a 39 % visitor increase the following year (Riley and 
Van Doren, 1992).
Accordingly, it can be said that iconic attractions as a result of being featured in films 
enhance destination image and attract people’s perception of the places. For example 
after Four Weddings and a Funeral released in 1994, hotels in the area of film 
location were booked up a year in advance. Also, the Scottish Tourist Board revealed 
that visitors to the Wallace Monument in Stirling rose from 66,000 to 167,000 after 
the release of Braveheart (Grihault, 2003).
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Accordingly, Sing and Best (2004) considered films as travel motivators. It has been 
stated that the tourist’s motivation to visit a screened location is to seek sights and 
sites depicted in films and presumably to seek personal rewards such as novelty and 
knowledge. They find that tourists who visited Matamata (where The Lord o f The 
Rings was filmed) are mostly there to seek new knowledge and new experiences. 
However, tourists are inspired by the film’s themes of friendship and adventure as 
well as are interested in the author’s life. Also, Macionis (2004) proposes that ‘the 
pull of a particular destination attribute can be driven by multiple motivational forces’ 
(: 90). Three concepts of ‘Place, Performance, and Personality’ that tourists identify 
with create a vicarious experience and an excitement that pull tourists to the place 
where films were shot. However, these pull motivations must be integrated with ‘push 
factors’ which are the tourist’s internal drive. People may travel because they are 
pushed by their internal forces and concurrently pulled by the external forces of the 
destination attributes they perceive in films. In the case of specific film tourists, the 
pull factors, namely the film, are more influential (Macionis, 2004).
2.4.2 Film and destination marketing activities
The impact of films on destination image and tourist’s decision making which affects 
the tourist flows into the location destination leads to the idea of using film as 
destination promotion activities. Tooke and Baker (1996) propose that with its visual 
image and ability to attract wider audiences, film can correspond with hallmark events 
because they are of limited duration in viewing time and in the number of days. 
However, films have the advantage of a longer exposure which allows the viewer a 
longer period of ‘vicarious interaction with the attraction’ (:88).
Therefore, many Destination Marketing Organisations (DMOs) realise the advantage 
of including film in their destination marketing activities. Grihault (2003) quotes the 
words of the campaign manager for VisitBritain that as a result of its high profile 
delivery, film is an instant opportunity to reposition a destination. Hudson and Ritchie 
(2006 b) also suggest that film is an effective form of publicity and that destination 
marketing activities can be created in congruence with the film industry in two stages: 
before the film’s release and after films’ release. Marketing activities before filming 
involves a proactive response of DMOs. DMOs cannot select films being produced;
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however, they can be proactive in promoting their location to film producers. For 
example VisitBritain has targeted Indian film producers to use Britain as locations for 
Bollywood films. Also the Singapore Tourism Board revealed that they intended to 
attract leading international filmmakers and broadcasters to produce their works in 
Singapore (Hudson and Ritchie, 2006 b).
Some destinations have appointed public relations companies to place their region in 
films. Beeton (2005) finds that the Geelong Otway Tourism has taken a proactive 
position towards encouraging filming in the region. It has developed relationships 
with major film studios, international and local PR companies and advertising 
agencies in order to promote tourism in the region. Canada and the Bahamas have 
employed Weber Shandwick, the biggest public relations company to get maximum 
exposure for their destinations in television and film. At preproduction stage, Hudson 
and Ritchie (2006 b) suggest that a destination can negotiate credits for being used in 
the film as revealed in the case of Yukon Tourism and Culture which partnered with 
French and Italian distributors of the film Le Dernier Trappeur. Yukon Tourism and 
Culture achieved negotiated credits to appear right at the beginning of the film to 
make it clear to viewers that the film was shot in the Yukon.
There are a number of opportunities to generate publicity for locations, at the 
production stage of a film. It has been suggested that working with a film producer 
publicist throughout the film production process ensures consistent messaging about 
the location and its merits as a destination. The Lord o f The Rings and New Zealand 
and The Beach and Thailand, tourism agencies joined with the film production 
companies to produce an international media programme and numerous events 
leveraging off the film (Grihault, 2003, Hudson and Ritchie, 2006 b).
Marketing activities after the film’s release involves inviting the media to visit the 
location and generating collaborative campaigns with the film company. The Tourism 
Authority of Thailand (TAT) heavily advertised its attractions during release of The 
Beach including joint activity with 20th Centuiy Fox to make the most of further 
popularity of Thai beaches. The TAT invited United Kingdom journalists and travel 
agents to join the familiarisation trip as well as financing a holiday prize on a BBC 
television game show with a quiz theme around The Beach (Grihault, 2003). The
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Australian Tourism Commission (ATC) worked closely with Disney on its first 
animated film Finding Nimo. The ATC generated the promotional CD-ROM attached 
in the Mail on Sunday newspaper in the UK which included a competition to win a 
trip to Australia (Beeton, 2005).
Grihault (2003) suggests that the collaborative campaigns of DMOs and the film 
industry are powerful to move tourists. This activity begins with building 
relationships with film commissions to track productions and film releases. It has 
been reported that VisitBritain has attempted to plan with a studio at least twelve 
months in advance of a film’s release date. Movie maps have been considered to be 
successful as part of a film tourism marketing campaign (Hudson and Ritchie, 2006 
b). In 1996, VisitBritain produced its first movie map introducing 200 films and TV 
locations in Britain from 60 years of British film history. The VisitBritain movie maps 
have been dramatically successful in inducing people to explore different parts of 
Britain. Moreover, a dedicated film Website that links the film to location and 
location tours is also essential. Tourism New Zealand has developed part of its 
website to promote The Lord o f the Rings and its film location sites throughout New 
Zealand (Croy and Walker, 2003).
Other marketing activities including guided tours and film walks have been 
considered successful as after-release marketing tools. Hudson and Ritchie (2006 b) 
mentioned examples of guided tours and film walks of Sideways and National 
Treasure. The local tour companies took an advantage of the success of Sideways by 
inventing popular Sideways tour. Likewise, the Washington, D.C tourism website 
advertised a National Treasure Tour -a  self-guided tour that followed in the footsteps 
of the actor. In New Zealand, there are a number of The Lord o f the Rings tours such 
as driving around Lord of the Ring country with Nomad safari and tours to Hobbiton 
in Waikato (Singh and Best, 2004)
It is apparent that film has become important part of destination marketing activities 
that all destination marketing organisations are aware of. The use of film as marketing 
activities results in an increase of the number of tourist arrivals at the destination. This 
leads to the emergence of film tourism which currently has been a growing
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phenomenon. The next section explores the nature of film tourism and its impacts on 
destination.
2.5 The emergence of film tourism and its impacts on 
destination
The acknowledgement of a great impact of film as popular media on tourists’ 
perception of a destination leads to the development of a film tourism in the tourism 
industry. This part of the chapter discusses definition of film tourism and its 
characteristics as well as its impacts on the destination.
2.5.1 Definition of 6f!lm tourism’
Hudson and Ritchie (2006 b) propose that ‘film tourism’ is tourist visits to a 
destination or attraction as a result of the destination being featured on television, 
video, DVD or the cinema screen. Macionis (2004) has also attempted to summarise 
the definition of film tourism. She refers to film tourism as a post-modern experience 
of a place that has been presented in some forms of media representation. The 
experience is highly personalised and unique to each individual based on their own 
interpretation and consumption of media images. Film tourism can be related to the 
desire of people to see the sites they have seen on the silver screen (Riley et al, 1998).
In addition, film tourism is under the umbrella of cultural tourism. However, while 
traditionally cultural tourists tend to be older, well-educated professionals looking to 
learn more about a destination’s history and culture, film tourism appeals to a wider 
range of tourists in all kind of film fans (Grihault, 2003). Contemporary cultural 
tourists are more likely to seek out the screen haunts and travel to the heart of the 
global film industry. Grihault’s definition of contemporary tourist can be related to 
Urry’ s (1990) post-tourists who are aware of change and delight in multitudes of 
choice being free from the constraints of high culture and the unrestrained pursuit of 
the pleasure principle. Hudson and Ritchie (2006 b) have proposed a conceptual 
framework for understanding film tourism. The framework embraces film-specific 
factors, destination marketing activities, destination attributes, motivations, film 
tourists and the consequences of film tourism for the destination (see figure 2.1).
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Figure 2.1: Conceptual framework o f film tourism.
Source: Hudson and Ritchie (2006 b) Film tourism and destination marketing : The 
case o f Captain Corelli’s Mandolin. Journal o f Vacation Marketing 12: pp.258
Therefore, film tourism is a new type of niche tourism which is related to cultural 
tourism. The essence of film tourism is the fact that film plays a substantial role in 
constructing the tourist destination image and motivating tourists to visit the place. 
Tourists visit the destination as result of watching film and seek new experience from 
visiting the film location.
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2.5.2 Characteristics of film tourism
According to the definition of film tourism, it is a new kind of niche tourism that 
appeals to wide and diverse markets. Characteristics of film tourism which make it 
different from other types of tourism lie in tourist’s travel motivation and travel 
experience as well as the characteristics of attractions.
Film tourism may be just a part of holiday or may occur as the sole and main purpose 
of special interest (Busby and Klug, 2001). It may happen for reasons of pilgrimage, 
escape and nostalgia or as part of Urry’s (1990) romantic gaze. Film tourists look for 
an experience rather than a destination and it is the emotional associations that are 
important for visiting the attractions. It can be said that film tourists are similar to 
post-tourists who are freed from the constraints of high culture but are mostly 
influenced by popular culture. Post-tourists can delight in a multiplicity of games and 
choices. Film tourists can be categorised into three types. First, specific film tourists 
seek out places that they have seen in film. Second, general film tourists are those 
who are not specifically drawn to a film location but willing to participate in film 
tourism activities while at the destination. Third, serendipitous film tourists are those 
who just happen to be in a destination portrayed in films (Macionis, 2004). Moreover, 
visiting film icons which become iconic attractions is major travel motivation for 
specific film tourists and general film tourists. The characters and story portrayed in 
the film can also motivate tourists to visit the destination.
Also, the emergence of film tourism attractions is another unique characteristic of 
film tourism. Iconic tourist attractions that are a consequence of being featured in 
popular film are enduring. The popularity of film can continue to draw visitors year 
after year. Riley et al (1998) found that although the peak of interest comes just after a 
film is released, a 54 per cent increase in visitation was evident at least five years 
later. It is revealed in visitors to Devils Tower, who still recalled the film as their first 
perception of the monument 11 years after its release. The attraction of film tourism 
ranges from a street, townscape, and landscapes that are featured in film. Tourists can 
visit the attractions all year round as film tourists have more emotion attached to the 
place.
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Similarly to other type of tourism, film tourism has an impact on a tourist destination 
as this new type of tourism can attract wide and diverse markets. Since film tourism is 
a new phenomenon, there are few research studies which investigate its impacts on a 
destination. The next part discusses the impact of film tourism on a destination in 
economic, physical and social aspects.
2.5.3 Impacts of film tourism on the destination and community
The change of travel pattern and flow of film tourists into a particular location not 
only stimulates income and new economic activities but also prompts physical and 
socio-cultural changes in the destination in both positive and negative ways.
Economic impacts
The economic impacts of film tourism on the destination or local economy in 
particular are apparently derived from both an increasing number of visitors as well as 
changes in visitor patterns. Film tourism can extend the base of the visitor market and 
create an international market for the destination (Schofield, 1996). Attractions can 
often be viewed and appreciated all-year, all-weather. This can reduce the problem of 
seasonality in the particular destination (Beeton, 2004 a). Beeton (2004 b) finds that 
Sea Change brought life back to local businesses in Barwon Head after it has reached 
a state of decline. A new kind of business has been introduced into the destination 
such as tourist services and tourism-related businesses as well as additional general 
services. Frost (2004) also notes that the local economy of Lone Pine in California, as 
a backdrop of many American western films, has improved as the result of film 
tourism. Many shops, bars and restaurants open to the film crew as well as the 
visitors. The local community has adopted the image of the town of American western 
movies and set up businesses related to the film and tourism industry. The town and 
local people agreed to organize a film festival. The film festival not only attracts 
tourist to Lone Pine but also helps promote the local economy.
On the other hand, the growth of tourism businesses can result in negative economic 
aspects. Riley et al (1998) find that prices of commodities have been driven up by the 
arrival of film crews. In the case of Heartbeat, the local community can gain little 
benefit from visitors while the neighbouring town takes advantage of day trippers
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(Beeton, 2001a). The television series altered the pattern of travelling and the town 
has lost its regular visitors. Hoteliers and guesthouse owners in Goathland have 
experienced lower occupancy levels after the success of the series as the town has 
positioned itself for day visitor attractions opposed to its earlier image as a quiet 
location. Also, it is revealed in the case of Cephalonia island where Captain Correlli’s 
Mandarin was filmed, that there has been an invasion of external investors to the 
island and tours and holiday prices to the island rose as the result of the film (Hudson 
and Ritchie, 2006 a).
Physical Impacts
The rising number of film tourists to a particular location destination generates jobs 
and opportunities to related business but new economic activities bring changes to 
locals and their communities. Film tourism generates physical changes of town 
environs, invasion of public and locally owned areas, and environmental changes. 
Tooke and Baker (1996) point out that Heartbeat has induced tourism in Goathland. 
An increasing number of visitors has caused an increase in the numbers of vehicles. 
The destination has become overcrowded with big tourist coaches.
Beeton (2004 b) studied the changes of the town after the series was released. She 
found that the streets were full of shops, restaurants and bars opened to host new 
tourists. The influx of film tourists to the destination affected the physical 
environment of the town and the beach. In order to respond to the needs of the new 
niche market, there was investment in new kinds of accommodation which invaded 
public privacy and disenfranchised the traditional caravan camp sites (Beeton, 2001a, 
and 2001b). While the destination enjoyed as economic windfall from film-induced 
tourism, the locals were losing their opportunity to use town facilities.
Moreover, The Beach has a notorious reputation for the environmental destruction of 
Maya beach in Phi Phi Island, Thailand. The production of The Beach created 
environmental impacts on Maya beach and affected the local community. There was 
conflict during the filming of The Beach with groups of environmental activists. 
Cohen (2005) suggests that the production of The Beach resulted in the destruction of 
local vegetation, and alteration of the landscape of the location within the national
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park. To achieve the paradisiacal concept, the company made alterations to the island 
landscape and the national park to adapt it to the script. The alterations requested of 
the authorities included the planting of 100 coconut trees on the beach (to be removed 
upon the completion of the filming), the removal of the local vegetation along part of 
the beach to expand its depth for filming and levelling the beach for the actors to be 
able to play football. However, in the case of The Beach, there has been no evidence 
proving that film tourism and film tourists have directly affected the physical 
environment of the destination. There is a tendency that the representations of 
Thailand beaches in the film can induce tourism at the destination. The production of 
the film caused temporary changes to the location and invaded the national park. It 
can be argued that film tourism is the major reason for the government to permit the 
film company to shoot The Beach with a number of possible environmental 
destructions.
Social Impact
Tourism not only generates changes in local economic structure and physical 
alteration but also causes societal changes. Wahab and Pigram (1997) maintain that 
the societal changes are ‘evolutionary and cumulative and sometimes almost 
imperceptible’ (: 23). Accordingly, Beeton (2005) investigates the social impacts of 
tourism in three categories: tourism development, responses of local people to visitors 
and cultural alteration and concerns (see Table 2.2).
It is suggested that the shifts of economic structure result in changes in local people’s 
way of life and social structures. The visitation of film tourists bring new business 
people into the tourism industry (Beeton, 2001a). Film tourism introduces 
opportunities for local business people to gain benefits. This phenomenon can affect 
the social structure of localities. Some locals have closed their traditional businesses 
and entered the tourism and hospitality industry. As a result, traditional family shops 
have been replaced by socially aware retail traders. The introduction of new 
businesses in the local community implies changes in local ways of life and the loss 
of traditional life styles. Beeton (2001) discovered that the influx of film tourists as a 
result of Sea Change had negative impacts on the local people. They lost their 
opportunities to use the town’s facilities and enjoy their holidays. There is a
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disfranchisement of a group of locals and tourists who use the traditional caravan site 
as new types of commercial accommodation have been built to replace it.
Tourism Development Modified the internal structure o f the community
Divides the community into those who have/have not relationships 
with tourists
Has colonialist characteristics
Employment in tourism offers more opportunities for woman
Instigates social changes
Improves quality o f life through infrastructure development
Increased pressure on existing infrastructure
Tourist-host
interactions
The nature o f contact influences attitudes/behaviour/values 
relating to tourism
Young local are most susceptible to the demonstration effect
Cultural exchange/increased communication skills
Hosts adopt foreign languages through necessity
Host develop coping behavior and avoid unnecessary contact
Cultural impacts Arts, crafts and local culture revitalized
Acculturation process likely to occur
Assumed negative effects o f commodification o f culture
Meaning/authenticity not necessarily lost
Table 2.2: Reported social impacts o f tourism 
Source: Beeton (2005) Film-Induced Tourism, pp.121
On the other hand, similar to other types of tourism, film tourism brings positive 
social impacts to the host communities. First, it can bring pride to communities. For 
example, Frost (2004) finds that local people in Lone Pine are proud of their town as 
home of the American Western film. By repositioning Lone Pine as the image for 
Western film locations, the town’s cultural heritage has been conserved by the 
contribution of an annual film festival. Secondly, film tourism can raise the awareness 
of the conservation of local heritage. Schofield (1996) suggests that Manchester’s 
image of Hollywood of the North has enhanced the local authorities’ and local 
people's awareness of the city’s cultural heritage. Film tourism boosts the cultural 
value of mundane buildings, streets and districts of the city.
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2.6 Conclusion
The studies of the relationship between film and the tourism industry are mainly 
concerned with film and the destination image, film and destination marketing, film 
and its impact on tourism in the location destination. Film is part of the mass media of 
the post modem times in which the visual media has become a significant source of 
information for tourists as tourists read less and rely on the visual media. Popular 
film influences promotion of the destination image.
There have been a number of studies of film and destination image. Most of the 
research proves that films can create, enhance, and alter destination image by its 
storyline, character and association with celebrities. The destination image created by 
film is powerful and influential. Therefore, film has been employed as destination 
promotional tools which Riley and Van Doren (1992) called ‘pull factor' in the ' push' 
destination. As a consequence, films have been very powerful in attracting tourists to 
the destination for example Close Encounters o f the Third Kind. The popularity of 
film and the destination depicted in films has created the new niche tourism market 
which is film/movies induced tourism. Film-induced tourism has some specific 
characteristics that are endurable, all year and all weather visits. Moreover, film- 
induced tourism has been new in the industry. There have been some studies 
mentioning its impacts on destinations. It is obvious that an increasing number of film 
tourists to the destination can generate an economic windfall to the destination. 
However, the economic benefits have brought along physical and environmental 
changes to the destination as well as societal changes.
It is apparent that, in contemporary society, film which includes vivid visuals of a 
place, has become powerful in shaping a destination image and tourist’s consumption. 
It is essential to understand the characteristic of film as part of popular media. Thus, 
the next chapter explores roles of film as popular media and visual culture of tourism.
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Chapter 3
Film as a form of popular media and its roles in the 
visual culture of tourism
3.1 Introduction
There are a wide range of disciplinary approaches to study film. These approaches 
include media, aesthetics, sociological and business approaches (Bordwell and 
Thomson, 2004; Turner, 1993). In the arena of tourism studies, film is considered a 
visual medium that has a potent influence on tourist destinations and tourist practices. 
This chapter discusses film as a form of popular media and a visual cultural form of 
tourism, the evolution of film production, cinematic language and semiotics, and film 
elements. The conceptualisation of the role of film in tourism is also discussed in the 
last part.
3.2 Film as a form of popular media
Film is a powerful mass medium that can create the impression of reality by using a 
perspective analogy of photographic image, persistence of vision and phenomenon of 
apparent movement (Stem et al, 1992). The impression of reality engendered by film 
is a constitutive part of ideology produced by cinematic apparatus (the technology of 
film production). This reflects Althusser’s (1971) proposal of the mass media such as 
press, radio and television as part of Ideological State Apparatuses (ISA). Ideology, 
for example religious ideology, legal ideology, political ideology, always exists in an 
apparatus, and its practice and practices.
Bordwell and Thompson (2004) explain how popular film can transfer social 
ideologies to audiences. They suggest that whilst watching film, the audience identify 
themselves with the protagonist and other characters in the film. This reflects Phillip’s 
(1996) contention that the film, especially mainstream Hollywood, locks spectators 
into structures and plays out for them experiences which are irresistible. The
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ideological manipulation takes place whilst providing audiences pleasures in the 
cinema.
However, Fiske (1989) and Kaplan (2000) argue that the ability to produce a vivid 
illusion out of reality, which is enhanced by the cinema apparatus, enables film to 
convince audience’s way of thinking. Film produces what Bourdieu (1984) called 
‘inauthenticity and public fantasy’ that circulate meanings and pleasure in a social 
system. It is the consequence of filmic visual primacy that provides the most direct 
communication to the human mind. It is suggested that images presented in film do 
not need to be translated (Madsen, 1973). They are accompanied by narratives, 
sounds and actions that explicate their meanings. Hence, film is used as tool to 
communicate ideologies to the masses.
Film is engaged in the tourism industry, in which visual consumption is dominant, 
because of its power as a mass medium and it visual primacy. Strain (2003) maintains 
that the medium can deliver pleasures of tourism through cinematic technique and 
through its narrative. While tourists are watching the film, they are aware of other 
cultures that are depicted in film. It provides audience with visual pleasure and the 
information of places that are depicted. Indeed, a predominant mode of tourist gazing 
is the ‘mediatised gaze’ shaped by re-presentations of places which draw upon films 
and television programmes (Urry, 2000:152). As a result, Iwashita (2003) suggests 
that the tourist destination image is constructed as a result of tourists’ general media 
exposure including film rather than the destination promotional materials.
On the other hand, the review of film and tourism suggests that film is a visual 
medium which has potent influences on both the production and consumption of the 
tourism industry. Research focuses on its visual attributes which project the 
destination image to a large number of prospective tourists. The visual attributes of 
film also fit into the concept of visual culture of tourism.
3.3 Film as a form of visual culture of tourism
Visual culture is an interdisciplinary and cross-disciplinary field combining cultural 
studies and visual art studies. It develops from traditional art history and fine art to 
digital media that provides meaning and texts (Mirzoeff, 2002). Visual cultural forms
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range from advertising, painting, photography, film, television, cinema, journalism 
and propaganda. In the early 2000s, the field of visual culture expanded to the arena 
of audio, visual and other forms of art which appear to be consumed and appreciated 
by human sensual perceptions (Jenks, 1995; Crouch and Lubbren, 2003).
Film is regarded as a visual culture form of tourism that forms and enhances tourists’ 
anticipation of holiday destinations. Crouch and Lubbren (2003) suggest that the 
interdisciplinary nature of visual culture offers an elucidation of a number of touristic 
practices. It provides links between objects and practices, expectations and the 
experiences of real sites, ideologies and personal intervention within tourism study. 
Visual cultural forms in tourism range from paintings, photographs, postcards, and 
advertisements. According to Urry (1990), places are chosen to be gazed upon 
because there is an anticipation especially day dreaming and fantasy, of intense 
pleasure, either on a different scale or involving different senses from those 
customarily encountered.
In order to have a concise understanding of how film can create the visual 
representation of the destination and to what extent film induces tourists’ anticipation 
of the touristic places and tourist practices, the evolution of film production, film 
language and semiotics and elements are discussed in the next sections.
3.4 Evolution of film production
The development of the film industry can be simplified by the emergence of 
Hollywood as the well established film institution (Turner, 1993 and Gomery, 1998). 
Since this research brings together the study of popular film and tourism, and 
Hollywood dominates the industry and is popular world wide (Kochberg, 2003), the 
focus here is on Hollywood and the review focuses on the development of Hollywood 
films. The evolution of film production is viewed as a ‘recreation of the world in its 
own image, with each subsequent innovation from still images, to movement, to 
sound, to colour making a more advanced stage in the process’ (Petrie, 1998). Film 
production has evolved in relation to production management and filming technology 
in each era.
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In the early period to 1907, the film was in the silent era. There was a neither sound 
effect nor music. Film was exhibited via a box-like kinescope which allowed one 
person to see the moving picture. In 1895, the invention of the projector called 
panopticon or vitascope, allowed more people to enjoy the motion picture. At the 
same time, Auguste and Louise Lumière invented the cinematograph which combined 
a camera, printer and projector. With the three-in-one device, Lumière began 
exhibitions of projected films before the paying public, beginning the general 
conversion of the medium to projection. The films projected real events such as 
Workers Leaving the Lumière Factory (see figure 3.1). There was little or no 
cinematic technique: no editing and usually no camera movement, and flat, stagey 
compositions. Early films were shot in the actual location. The camera man was the 
key person who was responsible for planning, writing, filming and editing. Film was 
in black and white. Hayward (2006) suggests that the film making, in this era, was 
centralised by an auteur or a film maker.
Figure 3.1: Workers leaving Lumière factory
Source: www.moma.org/images/collection/FullSizes/F400.jpg
After the early period, the film industry entered into the monopolised era which was 
called the Motion Picture Patents Company (MPPC) period (Kochberg, 2003). In this 
era, the film exhibition was extended to the nickelodeons in middle class or working 
class districts and to the large movie theatres which allowed massive audiences to 
enjoy the films. Film production and technique were developed due to the increased 
demand of those nickelodeons (Turner, 1993). Most films were shot in the company
37
studios rather than at the actual location. Therefore, there was extra artificial lighting 
in the film studios to supplement diffuse sunlight, and so increase the hours that films 
could be shot during the day.
In the 1920s, the American film reached its era of greatest-ever output by producing 
an average of 800 feature films annually. The comedies of Charlie Chaplin and Buster 
Keaton are prime examples of the films of this era (see figure 3.2). As Hollywood was 
at its peak, there was an export of the Hollywood film norm or Classical Hollywood 
film narrative to other parts of the world as well. Also, it posed the concept of ‘star 
system’ which provided the basic leverage for audience involvement in film. (Tudor, 
1974)
In the late 1920s, there was an introduction of sound into film production. The advent 
of sound and colour allowed film to be more reflective of the real world and, later, 
according to Petrie (1998), helped it to beat television. The sound technology 
benefited the rise of other film genres for example the musical film such as the first 
classical Hollywood musical film 'The Broadway M elody’ (1927) and the gothic film 
such as Universal Picture’s Dracula (1939).
Figure 3.2: A Night Out (1915), The Essanay Film Manufacturing Company 
(http://www.charliechaplin.com/en/categories/42-Pictures/articles/60- Silent-traces)
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In the 1960s the studio system declined because many films were shot on actual 
locations in other countries. Although some studio productions such as M œ y Poppins 
(1964), My Fair Lady (1964) and The Sound o f Music (1965) (see figure 3.3) were 
targeted at family audiences and became successful, the growth in independent 
producers and production companies, and the increase in the power of individual 
actors also contributed to the decline of traditional Hollywood studio production.
Figure 3.3: The Sound of Music (1965), Courtesy of 20th Century Fox
In the 1970s, there was a new filmmaking theory or auteur theory which suggested 
that film directors express their personal vision and imagination. This theory 
highlighted the central role of film directors in film production projects. These 
filmmakers deconstructed the structure of film making during the studio period and 
created the relationship between auteur or director and film audiences (Nelmes, 1998; 
Hayward, 2006). This new way of film production led to some enormous critical and 
commercially successful films such as Coppola’s The Godfather films, Spielberg’s 
Jaws (figure 3.4) and Close Encounters o f  the Third Kind, and George Lucas’s Star 
Wars.
During the 1980s to 2000s, there has been the introduction of the digital camera 
movie with the making of The Blair Witch Project (1999) (Korchberg, 2003). The 
industry is interested in digital video making and the use of computers in making 
special effects and visual effects such as in Gladiator (2000), Lord o f  The Rings 
(2000) and The Day After Tomorrow (2004) (figure 3.5). These film technologies blur
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the boundaries between the imaginary and the real which is at the heart of the film
experience.
Figure 3.4: Spielberg’s Jaws (1975), Universal Pictures 
(http://www.allmoviephoto.com/photo/1975Jaws_025.html)
Figure 3.5: The Day After Tomorrow (2004), 20th Century Fox 
(http://www.impawards.eom/2OO4/posters/day_aher_tomorrow_ver4jpg)
The evolution of film production suggests film making has moved from plain 
replications of actualities in the early era towards the dramatic and imaginative 
motion pictures (from Lumière’s Workers Leaving the Lumière Factory to Jackson’s 
Lord o f  The Rings). Film has become a powerful instrument for extending audiences’
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vision. It is the ability to put the audience in motion as a disembodied eye and allow 
limitless motion through the spectator’s identification with camera (Strain, 2003). The 
decline of the studio era, the growth of on-location film production and the invention 
of new technologies of filming encouraged and permitted its involvement in tourism. 
Film can capture the spectacular and idyllic features of its location and transfer them 
to its audiences. This relates to what Uny (1990) calls the ‘mediatised gaze’ from 
which tourists are exposed to the visual media such as film that forms their 
anticipation of the tourist destination. This ‘mediatised gaze’ plays potent role in 
creating and shaping tourist destination image and reinforcing tourists’ desire to visit 
the film location.
The history of film production indicates that film encompasses special elements that 
create such a powerful motion picture and affects audiences’ views of the world. They 
are also key elements in understanding the role of film in mediating their location 
destination image and the influence on tourist’s imagination. The next section 
discusses the film semiotics which is essential to understand messages of film.
3.5 Film semiotics
The concept of semiotics develops from the linguistic system which investigates the 
relationship between signs and their meanings. Sign is a combination of a concept 
(signified) and a sound image (signifiers) (see figure 3.6). The relationship between 
the signifier and the signified in linguistic semiotics is mostly arbitrary (De Sausser, 
1959). The relationship between the signifier and the signified is conventional and 
dependent on social and cultural conventions which have to be learned to understand 
the meanings (Chadler, 2007). Barthes (1957) applied the concept to other kinds of 
sign systems including photography and television. He proposes that sign is a 
combination of a signifier and a signified. The individual signs do not provide 
meaning until they are arranged and organized by certain kinds of systems (Barthes, 
1964). There are two kinds of relationship between signs. One is the syntagmatic 
relationship which reveals the function of each sign to the whole sentence or the 
whole story. The other is the paradigmatic relationship which reveals hidden 
meanings of signs by the absence or the presence of the other. The meaning is based 
upon establishing the relationship between the signs.
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3.5.1 Denotation, connotation and myth
Semiotics entails two levels of meanings that derive from signs. The first level is 
called denotative meaning which directly comes out of the process of signification. It 
is the simple and descriptive meaning that comes out of the linguistic signs or visual 
signs. The denoted signs can be grouped together to form a single signified 
connotation (see figure 3.6).
i. Signifier 2. Signified Denotation
3- Sign 
I Signifier II Signified Connotation
Figure 3.6: Scheme o f connotation (adapted from Barthes, 1964: 90)
The connotation enters a wider concept which connects signs to broader themes and 
meanings and links them to the cultural arena. Hall (1997) maintains the second 
meaning is the interpretation of signs in terms of wider realms of social ideology. It is 
referred to as a mythical system or referent system which transforms forms or 
linguistic signs into broader cultural aspects. Barthes (1957:117) suggests that myth is 
‘the sum of signs’, the final term of a first semiological chain (see figure 3.7). He also 
contends that myths are parts of social ideology made by a group of people who 
dominate society. They are used for explaining phenomenon, visual sign, media and 
social event.
Language
MYTH
1. Signifier 2. Signified
3- Sign 
I. Signifier II Signified
III Sign
Figure 3.7: Mythical system (adapted from Barthes, 1957: 115)
Accordingly, the concept of semiotics is applied in film studies by Metz (1978). He 
sees the semiology of film as the study of film as signifying object. Film is treated as 
texts, as units of discourse. However, he states that the image unlike the word is not a 
discrete unit that can be reduced into its smallest basic unit and analysed. The image
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discourse is an open system and it is not easily codified (ibid). In film, signs are 
mostly motivated and cultural because they are made by the filmmaker to transmit a 
particular meaning. They are created to produce meaning to the whole film. Monaco 
(2000) adds that signs in film are a short circuit meaning. The image of the rose is the 
image of the rose nothing more or nothing less (see figure 3.8). The meaning of the 
rose is dependent on the way it is presented and perceived by audiences. However, in 
English language, the rose can be a rose and can be modified or confused with similar 
words for example rosy, rosier, rosiest (:158).
Figure 3.8: Image of a rose (http://www.ameroses.com/findex.html)
The relationship between signs in film can also be classified into two patterns namely 
the syntagmatic or linear relationship and paradigmatic or oppositional system. 
Monaco (2000) proposes the framework of patterns of relationship between signs in 
film in shown in figure 3.9.
First, the paradigmatic relationship is based on the absence of one sign replacing the 
presence of other signs. In Western film, the good cowboy is indicated by white shirts 
and the bad cowboy is indicated by black shirts. The audiences always know which is 
which (Metz, 1978). This binary opposition establishes a basic conversion on the level 
of the signifiers that are white and black and the signified which are good and bad. 
The paradigm is engaged in speech in linguistic semiology or images in filmic 
semiology. The speech is changeable due to time and evolution of the cinematic codes
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by the film organisation. Therefore, the paradigmatic relationship of signs in film may 
change over time according to the evolution of the film industry.
l.Paradigmatic
(categories of 
choices)
2. Syntagmatic
(categories of 
construction)
Mainly
denotative
Mainly
connotative
/ \ /  I \
Icon Symbol *
Sr=Sd Sr=Sd Metonymy T
Space Time
Synchonic Diachronic
rope
Sr ~Sd Sr#Sd
Frame
I
shot
I
Scene
Index
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Sequence
Figure 3.9: The paradigmatic and syntagmatic patterns o f sign relationship in film (Monaco, 
2000: 177)
Further, the paradigmatic relationship can be classified into two categories, which are 
denotative or connotative. In the denotative category, the relationship between 
signified and signifier is based on identity and equality. They are iconic signs and 
symbolic signs. In iconic signs, the signifier is identical with signified. In symbols, 
the signifier is equal to the signified, but not identical. Symbols can also be in the 
connotative category. The connotative category comprises a metonymy and trope. The 
relationship between signified and signifiers is based either on similarity or 
difference. In the metonymy, the signifier is similar in certain aspects to the signified, 
whilst in the trope, the signifier is distinctly different from the signified. The indexical 
sign can lie in both categories.
On the other hand, the syntagmatic relationship is the arrangement of filmic images 
and signs within the scene in order to make it communicative to the whole film 
(Monaco, 2000). The arrangement begins with a shot which is the smallest unit of a 
film. A shot comprises many images, discourses and sounds. The combination of 
many shots forms a scene. The arrangement of scenes forms the sequence which leads
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to the organisation of the whole film. The syntagmatic relationship operates either in 
space (synchronic) or in time (diachronic). The synchronic relationship is concerned 
with how signs interact with each other within the mise en scene. On the other hand, 
the diachronic relationship focuses on the relationship of each filmic component 
across the time perspective. In the diachronic relationship, the investigation of signs 
begins with the analysis of signs in shot which is the smallest unit of film and how 
shots are arranged to make meaning of one scene and the sequence respectively.
3.5.2 Denotation and connotation in film
Film provides secure analogies to reality which makes it strongly denotative in quality 
of sounds and images. However, film has the connotation deriving from the 
combination of film’s denotations revealed in ‘diegesis’ (Monaco, 2000). Metz (1978) 
contends that the connotative meaning in film is always symbolic in nature. The sign 
in film’s connotation is motivated or cultural. What Metz and Monaco mean by the 
motivation of signs is the cultural influences on film making. As film is a part of 
cultural product, the meaning which goes beyond film diegesis is the cultural 
background that makes film audiences understand the meaning behind the visual and 
discourses in film.
The example of the rose is employed again to explain the concept of denotative and 
connotative meanings in film. The image of the rose not only tells the physical 
appearance of the flower if it appears in a film of Richard III, (Monaco, 2000:162). 
The white rose and the red rose in Richard III become symbols of the houses of York 
and Lancaster. Referring back to Barthes (1957), the connotative meaning evolves 
from the accumulation of denotative meaning which forms the signifiers of the 
connotation. Also, myths which deal with social meaning and ideology are used to 
explain the connotation in film.
3.5.3 Film elements
While the language of film suggests ways to read and understand the whole film, the 
study of each film element provides the understanding of how film signs are produced 
in order to make meaning. Madsen (1973) suggests that each cinematic concept and 
technique conveys functions that filmmakers employ in order to communicate to
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viewers. Film communicates ideas and generates emotions by its perceptual appeals to 
the eyes and ears of audiences. These perceptual appeals are generated by visual, 
sound, ways of editing the shots, and stars (Rowe and Wells, 2003). However, as 
discussed earlier in film and the destination image (2.3. page 18), Hudson and 
Ritchies (2006) and Kim and Richardson (2003) argue cinematography, setting or 
location, sound, narratives and stars create effects on tourist destination image. This 
part focuses on the integration of these filmic elements in tourism in order to 
comprehend the argument.
First, cinematography is the technique of making lighting and camera work when 
recording the motion picture. It consists of the ways of capturing movement in the 
scene, the length of film footage and the setting. Madsen (1973) suggests that 
cinematography creates the cinematic image in accordance with the story. It is related 
to mise en scene which involves ways of putting the setting, costume and lighting, 
movement within a frame. It is the expression of the filmmaker’s ability to create the 
cinematographic work (Hayward, 2006; Rowe and Wells, 2003). Cinematographic 
techniques and mise en scene can also convey the meaning of the film and arouse the 
emotion of audiences. Therefore, it is vital in creating audiences’ impression of what 
they see on the screen.
Second, the setting of the film is literally the location where the action takes place. 
Rowe and Wells (2003) suggest that while settings are usually perceived as a signifier 
of authenticity, the place where the events actually happen, they are constructed 
settings for actions. The setting refers not only to the location and physical properties 
of the environment, but also to its mood and atmosphere. However, setting or location 
is not only to be seen and to help viewers to place the character within a film, but also 
to create their own space and meaning. In an arena of film and tourism, the projection 
of setting or location in film can result in audiences’ awareness of the existence of the 
place.
Third, sound effects are predominantly used as elements of realism by providing the 
sounds which audiences usually associate with whatever is being portrayed on the 
screen (Madsen, 1973; Hayward, 2006). Colman (2005) also purports that sound is 
considered the element that fulfils the realistic representation of the image in film.
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The music used in film creates the emotional reinforcement rather than the exposition. 
Monaco (2000) suggests that the effects of music and sounds can evoke the viewers’ 
emotional participation in the film.
Fourth, narrative or plot is regarded as ways in which visual events are arranged to tell 
a story and are presented to viewers (Silverman, 1991). Rowe and Wells (2003) 
suggest that the cinema often draws its plot and its storytelling strategies from 
literature mostly from the novels. They argue that narrative involves the viewers in 
making sense of what is seen, in asking questions of what we see and anticipating the 
answers. It is noticeable that a good plot and a good narrative can attract viewers’ 
attentions. Most popular films are based on popular or best selling fiction. Examples 
include The Lord o f The Rings, Harry Potter and The Beach which become popular 
and induce tourism to the places where films are produced.
Lastly, movie stars have potent influences in filmmaking and in the film industry as 
they are seen as commodity, as text, and as the object of desire. Butler (1998) 
suggests that the Hollywood film industry stars become a part of film commodity 
which makes each film different. The construction of off-screen star identities and star 
real image generates an economic impact on the cinema. The reputation of the 
producer-institution and star-genre promise is meant to guarantee audience 
predictable pleasure on screen (Branston, 2000).
Also, the stars are always present in the text and also convey social meaning. Watson
(2003) proposes that the stars have never been known in person but stars appear in all 
kinds of other official and unofficial media texts. Accordingly, a stars’ presence in the 
media which becomes more influential in society can relate to the ideologies of class, 
race, and gender. Also, Hayward (2006) contends that stars are signs to be reflected in 
society for example, James Dean and Marlon Brando were icons of American teenage 
boys in the 1950s. A study of the influence of film stars on audiences can be extended 
to the study of film stars and tourist practices. Law et al (2007) suggest that the image 
of DiCaprio, as a young American tourist, in The Beach enhances the concept of the 
adventurous tourist experience among young backpackers.
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Moreover, being extraordinary, a star is an object of the viewers’ speculation and 
impossible object of the viewers’ desire. On the other hand, being ordinary, a star is 
just like an ordinary person, then viewers tend to identify themselves with the star and 
so the star is a possible object of viewers’ desire (Hayward, 2006). Film audiences 
like to see the stars in film because they expect to see the extraordinary characteristics 
of the stars. Also, Monaco (2000) suggests that film stars as the object of the gaze on 
the screen possess the mystical power of identification. The images of the stars affect 
audiences and create a strong desire for identification between heroes in film and 
audiences. As a consequence, filmmakers and film producers are likely to personify 
the stars in the belief that the viewer chooses films corresponding to the 
characteristics and performances of film stars. It can be said that stars have functions 
in marketing the film industry as well as being social ideology. These two functions 
can be applied in the studies of film and tourism which is based on admiration of 
celebrities and presentation of places.
To conclude, the elements of film which operate under the influences of the system of 
signs in film language create a gaze as well as a fantasy to the viewers. Each element 
of film influences audiences in different aspects. Some elements may have more 
impacts on audiences than others.
3.5.4 Film and intertextuality
Intertextuality was originated by the French Tel Quel School of Theorists in the 
1960s and 1970s. Roland Barthes was one of the most influential theorists of textual 
studies. He argues in The Death o f Author (1977: 142-148) that the figure of the 
author is a capitalist one which serves to commodify works by attaching them to the 
name. The name of the author allows the work to be ‘item of exchange value’ (Allen, 
2000: 71). To Barthes, reading is a form of consumption. The author places meaning 
in the work and the reader consumes that meaning. However, once this process has 
been completed the reader is free to move to the next work which is to interpret and 
make meaning. Although, Barthes is aware of the influence of the author on his/her 
work and on readers, he maintains that it is not possible to discover the original 
thought because every work and idea has been ‘already read’ and ‘already-written’ 
(Allen, 2000: 73). Text meaning does not emerge from the author combining a
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signifier (writing) with signified (concept) but emerges from the intertextuality of the 
signifier and the signified. Barthes’ intertextuality intertwines with the entire cultural 
code for example of discourse, stereotypes, cliché and ways of saying.
In media and cultural studies, the concept of intertextuality was first developed by 
Hall’s (1980) model of encoding/decoding and intervention and subsequent work into 
the decoding. He suggests that meaning comes not only from the text and its 
creator/encoder but also from its reader/ decoder. In reading media text, ‘an individual 
reader’s societal structures and groupings, and his/her context of reception inflect 
what meaning that reader will find from the text’ (Gray, 2006:22). People are 
circumscribed by media text in their daily lives. Further Gray (2006) maintains that 
text and world bleed into each other. He illustrates the interaction of text by using The 
Simpsons, a popular American television comic series, as an example. The Simpsons 
draws upon and references popular film and television or art and literature. Similarly 
speaking of The Beach, the film draws upon popular castaway films for example Lord 
o f the Flies and modem computer games (Branston, 2000).
In film studies, intertextuality challenges the influence of authorship or directorship in 
film making. Barthes’ The Death o f Author emphasises the semiotic process of 
signification or meaning-making as emerging from both sides of the text namely 
audience and signifier (a film). The director or author is no longer the centre of the 
film but, as Stem (2000) maintains, is a site of an encounter of a biography, an inter­
text and institutional context. The director’s responsibility is to orchestrate ‘pre­
existing voices ideologies and discourses without losing an overall shaping role’ (:6). 
In the context of film and tourism studies, film audiences are prospective tourists. 
Film has constructed an impact on tourists’ behaviour, and their comprehension of the 
destination depicted in film. The next section will elucidate how film plays roles as a 
popular entertainment medium and visual cultural form in tourism.
3.6 The conceptualisation of roles of film as a popular 
medium and visual cultural form in tourism
According to Uny (1990) the tourists desire to witness landscape and townscape 
which are separate from everyday life. They construct the gazes from what is visually
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objectified or captured in various forms of visual arts ranging from painting, 
photographs, postcards, travel brochures and travel magazines. Film is also 
considered part of visual culture of tourism. Thus, film audiences in the cinema can 
also be tourists who witness idyllic landscape and experience exotic cultures through 
signs and visual images on the screen. Also, Uny (1990) maintains that people are 
tourists most of the time whether they are literally mobile or only experience 
simulated mobility through multiple signs and electronic images. Language and 
elements of film enhance the tourist imagination, represent the destination, and 
mediatise tourism at the destination.
3.6.1 Film and tourist imagination
Tourists desire to witness landscapes and townscapes which separate them off from 
everyday life (Uny, 2002). They construct the gazes from what is visually objectified 
or captured in various forms of visual art namely film, TV, literature, magazines, 
records and videos (: 3). Therefore, film audiences who watch the film in the cinema 
may be a future tourist who later travels to the destination he or she desires to visit. 
Impacts of film on audience’s behaviour and imagination may affect a tourist’s 
behaviour and imagination. Language and elements of film generate pleasures of 
looking which result in tourist self-identification and tourist imagination as well as 
construct the tourist gaze.
First, the elements of film, namely the cinematography, film stars, scenery and the 
atmosphere in the cinema offer the audience pleasure of looking which enhances the 
tourist imagination. Mulvey (1989) mentions that all films especially the Hollywood 
film, which is considered the main stream film, has consciously evolved, revealing a 
hermetically sealed world which unwinds magically, indifferent to the presence of the 
audience. She also proposes that films provide the audience a sense of separation and 
playing on their voyeuristic fantasy. However, the focus of the convention of the 
Hollywood film on the human form encourages curiosity and the desire to look, 
fusing with a fascination with likeness and recognition of the human face, human 
body, the relationship between the human form and its surroundings, the visible 
presence of the person in the world.
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Likewise, Turner (1993) suggests that the audience reacts to the cinema image as if it 
were real. This blurring of boundaries between the imaginary and the real is at the 
heart of the cinema experience. The film image or the imaginary signifier refers to the 
fact that reality in the film image is always absent and present only in the audience’s 
imagination. Acland’s (1998) study of the Image Maximum (IMAX) technology and 
tourist practices reveals that the IMAX screen technology increases the power of film 
to reduce the distinction between the screen world and real world. Additionally, the 
IMAX technology provides the audience with the experience of being there or getting 
there. The audience or tourist imagination can be enhanced by the hyperreal motion 
pictures in film that is exhibited by the IMAX screen technology as it produces 
images so real that they offer an illusion of material presence and create the sensation 
of movement for its spectator. Consequently, the IMAX technology heightens the 
eminence of film image which Turner (1993) contends is larger than life and 
seductive to the audience.
Second, as film provides a realistic image, and narrative style, the audience or tourists 
develop a self-identification with film character and situation. In tourism practices, 
the self identification of the audience or the tourist reinforces the tourist imagination 
as well as influences a tourist’s behaviour. Turner (1993) suggests that the film 
experience is heightened in the cinema where the audiences sit in comfortable seats 
and focus their attention on the screen. Going to the cinema can differentiate the film 
experience from the television experience which people can watch at home. It 
suggested that the dark and comfortable atmosphere in the cinema allows the 
audiences to escape from the real world and to enter in to the world in the film 
(Turner, 1993 and Mulvey, 1989).
The film experience encourages the audience to identify themselves with situation and 
heroes / heroines in films. Turner (1993) argues the conventional statement that the 
audiences identify themselves with the heroes and heroines in the film. He proposes 
two main categories of audience identification with film images which are the 
identification with the narrative or camera and the identification with everything they 
see on the screen. First, the audiences can see and know things that the heroes and 
heroines in film cannot see. They react as if they are the narrator of the film. As a 
result, audiences fail to distinguish between their own eyes and projection apparatus.
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The camera lens finally becomes tourists’ eyes. On the other hand, it is suggested that 
the audiences identify themselves with every character depicted on the screen. It is 
said that this process adopts from the child mirror stage in which the child identifies 
itself in the mirror and realizes that it has an identity separate from the mother. By 
recognizing an image of itself and informing fascination for that image, the child 
begins to form its identity. However, what the child sees is just a representation of 
itself.
Mulvey (1989) argues film provides an intensity of expression and joyous recognition 
to the audiences. The film has structures of fascination strong enough to allow 
temporary loss of ego while simultaneously reinforcing it. The sense of forgetting the 
world as the ego has come to perceive it is nostalgically reminiscent of that pre- 
subjective moment of image recognition. Audiences’ self-identification with the 
characters on the screen is constructed by their personal background and elements of 
film.
Further, the film star image underpins the intensity of the film audiences’ self- 
identification. Tudor (1974) points out that the basic psychological machinery through 
which most people relate to film involves some combinations of identification and 
projection. One of combinations is the audience identification with the performance of 
film stars. The star system provides the basic force for audience involvement. He 
proposes four types of audience and star relationship which reveal the degree of the 
film audience’s identification with film stars. The weakest involvement is called the 
emotional affinity. The audience feels a loose attachment to a particular protagonist 
deriving jointly from star, narrative, and the individual personality of the audience. 
The second relationship is stronger than the first one. The involvement reaches the 
point that the audience places himself/herself in the same situation and persona of the 
star. The self-identification of film audience and film star takes place at this stage. The 
third category is called imitation which seems to be common among young audiences. 
The imitation is not only limited to the cinema going but is also in the audiences’ 
everyday life. At this stage, film stars play the role as the model for the audiences. 
The last but strongest relationship is the projection. The star-conception is a product 
of both the projected image of the star and whatever characteristics specific 
individuals project into their own conception. The more projection, the more the
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person lives his or her life in terms bound up with their favourite star. Therefore, the 
star also becomes a receptacle for the projected desires, frustrations, and pleasures of 
the fan. The fan of the star uses the star as a way of dealing with their realities. The 
real world becomes set up from the star world.
Third, film is considered to enhance the audience or tourist’s construction of the gaze. 
Mulvey (1989) summarises the relationship of the visual pleasure and narrative 
cinema that the elements of film create a gaze, a world and an object, thus producing 
an illusion cut to the measure of desire. Bearing this relationship in mind, when the 
audience or a would-be tourist watches the scene which consists of star performance, 
setting, sound and narrative, he/she captures the gaze derived from the visual 
pleasure. Urry (1990) suggests that the tourist gaze is constructed through signs and 
tourism is a collection of signs. Accordingly, film language is operated by the systems 
of signs which are mostly in visual, sounds and acting of film stars. Elements of film 
provide the fascination, anticipation, and intense pleasure to audience or tourist. The 
film elements appeal to tourists’ hearing, smell, and sight (Crawshaw and Urry, 
1997). The landscapes and townscapes in film are iconised in extraordinary aura by 
the elements and process of film making. However, they are presented in realistic 
ways that enable audiences to believe that they are really there. The development of 
cinema presentation also reinforces the magic power of film to shape the tourist gaze.
Lastly, as a medium of popular culture as well as visual culture, film offers the 
imaginative activity which reinforces the tourist imagination. Crouch et al (2005) 
consider the tourist imagination concept as the capacity to capture the mobility of 
relationships between tourism and the media. Gibson (2006) maintains that cinematic 
experience can offer tourists a virtual sensation. Practicing their imagination whilst 
watching a film, tourists can have virtual spatial and temporal mobility (Friedberg, 
1994). The tourist imagination entails both understanding and feeling about the world 
which recognizes the utopian aspiration at the individual level. The utopian aspiration 
is suggested by the vision of a world re-formed in the image of the media or tourist 
promotion.
Accordingly, films are engaged in promoting an emotional disposition, combined with 
imaginative and cognitive activity which can potentially be converted into tourist
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activities. Urry (1990) suggests that ‘people’s basic motivation for consumption is not 
simply materialistic but they seek to experience in ‘reality’ the pleasurable dramas 
they have already experienced in their imagination’ (:13). Tourism essentially entails 
daydreaming and anticipation of new or out of the ordinary experiences. These 
experiences operate over advertising and media-generated sets of signs such as film. 
For example, Law et al (2005) have discovered that many tourists visit The Beach 
filming location and follow the way that Richard (Leonado DeCaprio) travels to the 
pristine beach which is the Maya beach in Thailand. The film enhances the tourist 
imagination of a perfect tropical beach (Lencek and Bosker, 1996) which results in 
the actual tourist practices. The tourists follows Richard’s travel pattern to Thailand to 
explore the rock formations and write the declaration of love in the sand. It can be 
said that The Beach shapes the spectacle of the tourist gaze on Thailand beaches 
where the filming took place.
3.6.2 Film and representation of the tourist destination
Before discussing the film and representation of tourism, it is essential to consider the 
meaning and process of representation. Hall (1997 a) suggests that representation can 
be understood as the usage of language to say something meaningful, or to present, 
the world meaningfully to other people. Also, representation is a fundamental part of 
the process by which meaning is produced and exchanged between members of a 
culture (1997: 15). The representation is the way in which we make sense of the world 
of people, objects and events as well as express complex thought about those things to 
other people or communicate them through language in ways which other people are 
able to understand. There are two systems of representation. One is the system by 
which all sorts of objects, people and events are correlated with a set of concepts or 
mental representations which people have in their minds. This system reveals that the 
meaning depends on the system of concepts and images formed in people’s thoughts 
which can stand for or represent the world. The other is the language which involves 
an overall process of constructing meaning including, visual images. Words, sounds 
and images which carry meaning are signs which stand for or represent the concepts 
and conceptual relations between them which make up the meaning. These systems of 
representation consist of different ways of organising, clustering, arranging and 
classifying concepts, as well as of establishing complex relations between them.
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Bearing systems of representation in mind, the visual signs and images are still signs 
which carry meaning and then have to be interpreted. In order to interpret them, 
people need to deploy both mental representation and language system. Hall (1997 a) 
elucidates the process by using an abstract painting of the sheep as an example. It is 
suggested that the mental representation system correlates with the sheep in the field 
with the concept of a sheep and a language system which in visual language, bears 
some resemblance to the real thing or looks like it in some way. However, the 
painting of the sheep is not a real sheep but it has the similar features to a real one, it 
therefore, stands for a real sheep. Visual signs are iconic signs which bear a certain 
resemblance to the object, person or event to which they refer.
Film is a representational system that communicates concepts and social ideologies to 
audiences (Turner, 1993 and Goodall et al, 2007). It has its own specific language 
which operates with the system of signs. Each element of film for example stars, 
scenery of locations, cinematography (camera works) and story are signs which create 
meanings and myth of a destination to the audiences or would be tourists. As a 
popular medium, film can draw an attraction for very large audiences. Several studies 
of film in relationship with tourism (Riley et al, 1992; Tooke and Baker, 1996; Singh 
and Best, 2004; Hudson and Ritchie, 2006b) suggest that film is a powerful marketing 
tool to attract the tourists to the destination as well as an important source of 
information for the tourist. Film is another way to represent the destination images, 
the cultural identity of the destination and the tourist practices.
According to the concept of representation, film can provide a representation of a 
destination by its narrative style, plot and cinematography. The representation of the 
destination includes the film locations that involve similar geographical and cultural 
attributes to the actual locations. A film location must consist of special features that 
can be matched with the story. There are some film locations that represent the 
imaginary places which do not exist in reality. The filmmakers need to find the place 
which encompasses those special features. Examples includes Tomb Raider ( West, 
USA, 2001), a film adaptation of a popular video game, which conveys a story of all - 
conquering heroine Lara Croft who travels to spectacular places around the world in 
search for the Cradle of Life. The film is shot mainly in The World Heritage Site of
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Angkor Wat in Cambodia. Winter (2002) finds that Angkor Wat is depicted in Tomb 
Raider as a combination of real and fictitious sets. The temples are succumbed to a 
flow of free-floating, disembodied imaginary texts through the familiar Hollywood 
stereotyping of ancient civilizations. Although the elaboration of Angkor is alien to 
Angkor itself, the film generates the impact of Angkor’s tourism industry and the 
image of the destination. On the contrary, the representation of Angkor in Tomb 
Raider is totally different from what Angkor has been aspired to be as the destination 
of the high cultural tourism. The case of Tomb Raider and Angkor Wat reflects Hall’s 
(1997 a) explanation of the process of representation that it is not actual nor a reality 
but it is the resemblance or the likeness of the real.
Similarly, Braveheart (Gibson, USA. 1995), the Hollywood blockbuster was shot 
mainly in Ireland which represented the landscape of Scotland. The landscape in 
Ireland shares a similarity with Scotland. The magic of Hollywood production 
dissolves the boundaries between the representation and the real. Braveheart is 
successful in representing Scotland and Scottishness to global audiences. Scotland is 
represented by Braveheart as beautiful highland and Scottish people are reliable and 
decent (Durie et al, 2005).The film depicts the legendary Scottish hero, William 
Wallace as a prototypical freedom fighter for Scottish independence in the medieval 
era (Edensor, 2005).
Film does not only represent the landscape of the tourist destination, it also represents 
travel and holiday pattern. Mazierska (2002) studied the films of Eric Rohmer, the 
French director and co-producer of the French New Wave, and the representation of 
holiday patterns. Mazierska finds that the films of Rohmer were shot in the real 
location and represented the real place. Places are depicted according to the storyline. 
Rohmer represented Paris as a site of almost infinite pleasure not only for tourists and 
holiday makers, but also for Parisians. Most locations of Rohmer’s films are not only 
tourist attractive places such as the Eiffel Tower and Champs Elysee which are 
crowded with mass tourists but also non-touristic places such as quarters, streets and 
suburbs. Rohmer also selected a park with a great surface of greenery and water as a 
setting for his characters’ holiday activities. Paris in Rohmer’s films is represented as 
a peaceful, cheerful and pleasant place. It can be said that representation of location in 
film depends on the narrative style of the filmmaker. Rohmer’s films do not represent
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all aspects of Paris. On the contrary, Rohmer intentionally selected the locations that 
were able to strengthen the theme of his films.
Second, films convey the cultural representation of the destination through the film 
narrative and stars. Thompson (2005) proposes that media, especially film, becomes 
an important means for understanding the relations of movement between cultures. 
His study of the Fifth Generation of Chinese Cinema reveals that many films present 
boldly coloured, dramatic representation of Chinese peasant life, open to 
appropriation by the tourist gaze. Thompson mentions that the works of Hong Kong’s 
internationally famous film director, Zhang Yimou, mostly involve cinematic 
exploration of traditional settings. One of his works represents the Chinese peasant 
life confronting modernity. The Story o f  Qiu Ju (Yimou, China/Hong Kong, 1992) is 
about the journey of the pregnant peasant, Qiu Ju, to cities in search of justice in her 
husband’s case for compensation. Through the journey, Yimou’s protagonist 
encounters an ever more perplexing modernity and ends up with a question about 
justice in contemporary China. The Story o f  Qiu Ju represents the cultural and social 
problems derived from the modem and materialistic society in modem China.
Furthermore, film, particularly Hollywood film, includes a stereotypical 
representation of a destination culture and local people. The Hong Kong film talents 
and the use of Thailand as a backdrop for The Beach are vital case studies of 
stereotypical representation. Lo (2001) suggests that Hong Kong stars in Hollywood 
films are generally portrayed either as aliens from China or generic Chinese whose 
cultural origin has no significance to the plot of film. Lo argues that the Chineseness 
represented by the Hong Kong stars in Hollywood is static ethnicity and estranged 
others. Hong Kong film talents represent the Chineseness which is rejected by the 
Chinese audience and Western culture. The representation of Hong Kong’s cultural 
identity in Hollywood films is a double negation of both nations. This is response to 
Western denigration of ‘Orient’ is lack of civilisation and immortality (Said, 1978). 
Hollywood narrative has its conventions in representing other nations’ cultural 
identity from within a rigid structure of Western discourse (Klien, 2003; Tzanelli, 
2006). The Hollywood conventions include stereotypical representation of oriental 
countries. For example, The Beach re-presented Thailand’s tropical and idyllic
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beaches in tourist brochures. Thailand is represented as ‘an embodiment of hedonism 
and promise for initiation into the secrets of the ‘Orient’ (: 126).
Lastly, film brings about the representation of tourist practices. Tourist practices and 
activities are also portrayed in film especially in films that encompass travelling plots. 
The films of Rohmer not only present Paris as the dream place for holidays but also 
represent idealistic holidaymaking. Rohmer’s films mostly involve vacations and 
holidays. Holidays in Rohmer’s films are represented as the time for relaxation and 
home coming experiences rather than the adventurous and restless experience 
(Mazierska, 2002). Holiday activities in film are depicted as walking on peaceful 
beaches and staying in beautiful villages.
For example. The Beach whose story includes a journey of a young backpacker to 
Thailand represents a young backpacker’s practices in Thailand (Law et, al, 2007; 
Tzanelli, 2006). Young backpackers in The Beach are represented as ‘pleasure 
oriented tourists’ (Carr, 2002: 974). This practice is related to the hedonistic which is 
a way of life in which pleasure plays an important role (Veenhoven, 2003). Young 
tourists tend to follow a hedonistic life style when they are away from home. The 
degree of hedonism is dependent on the environment (Shield, 1990; Ryan and 
Robertson, 1997). The Beach represents extreme hedonism which includes drug 
culture and indulgence for sexual encounter (Morgan and Pritchard, 1996).
Also, the case of Tomb Raider, the quest of Lara Croft to an exotic ancient city in 
search of the cradle of life and to save the world represents new kinds of tourist 
practices which are related to film tourism. Tourists tend to visit places where their 
favourite stars are present in films. Winter (2002) mentions that Angkor is framed by 
visions of discovery adventure that is reinvented by Lara Croft’s virtual role as an 
adventurous, all conquering heroine.
Film can generate representation of tourism in three aspects of tourism destinations 
namely the representation of physical landscape, cultural identity and tourist practices. 
However, according to the concept of representation, there are always problems in the 
representation and the real attributes of destinations. These problems pose another
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related impact of film on tourism destinations and tourism practices namely staging 
authenticity which will be discussed in the next part.
3.6.3 Film and staging tourism
The term stage is used in tourism practices by MacCannell (1976) who applies 
Goffman’s (1959) concept of the front region and back region to touristic spaces. 
MacCannell (1976) states that the front is the meeting place of hosts and guests or 
customers and service persons whereas back region is an area where members of the 
home team retire between performances to relax and to prepare. The back region is 
always kept as mystery to the guests. The growth of mass tourism enhances the 
expansion of tourism spaces. Similarly according to MacCannell (1976:94) the 
tourism industry produces a relationship with the link for guests who are motivated by 
a desire to see ‘life as it is really lived’. Against this background the growth of mass 
tourism has brought with it not only the expansion of front region tourism spaces but 
has also prompted the avenue of the back regions to the tourism gaze. Hence, the back 
region is required to be demystified. Consequently, the back region is brought up to 
the front region. The result of this is what MacCannell refers to as staged authenticity. 
It is said that the tourist setting is derived from the idea of opening up everywhere in 
the society and creating space for outsiders who are allowed to view detail of the 
inner operation of commercial, domestic, industrial or public institutions.
Accordingly, acknowledging MacCannell’s concept of staged authenticity, Edensor 
(2000) states that tourism can be classified as a form of performance. He uses for 
tourism the metaphor of the theatrical stage which entails strategic ‘stage- 
management’ (: 323). The metaphor characterizes the ways in which people attempt 
to express particular meanings and values in social settings on the front stage and 
taking off all masks and costume when they reach the back stage. Tourist destinations 
can be considered as the stage where performers, namely tourists and workers in the 
tourism industry and tourism destination, act on the stage (Edensor 2000, 2001). 
According to Adler (1989), it is suggested that travel styles and tourist practices are 
framed and influenced by different discourses which provide practical orientations 
and cultivate subject positions, specifying what actions should take place at particular 
places and times. Agreeing with Adler (1989), Edensor (1998, 2000) suggests that
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features of touristic performance include temporal and spatial dimensions, social and 
spatial regulation, and touristic performance.
First of all, the temporal and spatial dimensions entail the relationship of time and 
space in a tourism context. It is suggested that all performances are culturally and 
socially located in time and space. The tourist stages meaning touristic places are 
materially and organizationally set up in particular ways to provide the establishment 
of meaningful settings that tourists consume and tourism employees help produce. 
Secondly, the social and spatial regulations reveal that the tourists perform under the 
direction of organizational regulations involving on spatial and social controls. Lastly, 
the touristic performance is influenced by the above features and the audiences’ gaze. 
For instance, the Taj Mahal which combines themes of the sublime and the beautiful, 
and the timelessness and the authenticity is staged or managed according to its 
characteristics and opened to tourists. Tourists who are framed by the temporal and 
spatial dimensions and the social and spatial regulations perform on the stage as the 
tourists at the Taj.
In addition, Edensor (1998) suggests that media such as tourist brochures, magazines, 
TV programmes, and films provide repertoires of images and narratives to prospective 
tourists. Significantly, a form of film and TV programmes encourage the creation of 
tourist attractions which are represented fictionally. Film as a popular medium, 
encompassing visual and audio technologies can enhance the reality of the 
representation. Also, films have influences on the audiences’ behaviour. As 
mentioned in the previous section, film audiences or prospective tourists tend to 
identify themselves with film stars and all characters shown on screen. It can be said 
that film is a powerful apparatus to stage the tourist destination and tourist 
performance. There are two possible ways for film to stage tourism. One is based on 
Edensor’s idea of dramatising touristic places and tourist practices. The other is based 
on MacCannell’s proposal of staged authenticity which relates to the transformation 
of back space to front space.
To exemplify the two ways of staging tourism, the filming of Lord O f The Rings 
(Jackson, USA, 2001, 2002, 2003) creates the tourist setting and staging of tourism in 
New Zealand. The location of Lord o f the Rings is an imaginary place originated in
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J.R.R Tolkien’s novels. Places in New Zealand are credited as the location of Lord o f  
The Rings due to the landscape and scenery that are close to the fictional settings. 
When the film was released those places become recognized as home of Lord o f  The 
Ring. Lord o f The Rings has left the narratives and theme to the places. Tzanelli
(2004) finds that even though there is no remains of the setting of the Middle Earth in 
the film locations, tourists still desire to visit the location. He suggests that the 
location of Middle Earth in Wellington, New Zealand is brought up to tourist as if it 
were authentic Middle Earth. There are tour operators that organize tours to the 
Middle Earth film location including actors’ favourite places and cafes, and many 
Lord O f The Rings sign-posted locations. From Tzanelli’s study, it can be said that the 
location of Middle Earth is staged as the tourist setting by recognizing the Lord of 
The Ring’s narratives and scenes in the film. The tourists are guided to witness the 
film location and perform as audience in the staged Middle Earth.
The case of Lord o f The Rings and its location in New Zealand can also support 
MacCannell’s concept of transforming back region into the front region. The concept 
of film tourism is based on the desire of tourists who can be identified with the film 
audience to visit the place where films were actually shot. Film locations are grasped 
as the back region of film production. Wellington where Lord O f The Rings was 
filmed is opened to tourists whose desire is to have an authentic experience in the 
world of Lord o f The Rings. Tzanelli (2004) quotes some package tour advertisements 
that the sites invite tourists to ‘immerse in Mordor’ to ‘experience River Auduin’ and 
to drift to the scenery (:33). Indeed, the tours take tourists to smell, taste, gaze and 
participate in a Lord O f The Rings adventure. The practices of staging authenticity are 
rather complicated as the Middle Earth is an imaginary place which does not exit. On 
the other hand, the location is on the stage of making it authentic and brings it to the 
front region where tourists can experience the staged Middle Earth by provision of 
tourism agents.
The practices of staging tourism can also be seen in James Bond: The Man with the 
Golden Gun (Hamilton, UK, 1974) and the Island that is named after the film. The 
film was shot in various locations including Bangkok and the island in the southern 
part of Thailand. In search of the villain Scaramanga (Christopher Lee), James Bond 
(Roger Moore) comes to Asia and is taken to Scaramanga’s island which is supposed
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to be an island in Chinese territorial waters. As a matter of fact, the scene was shot on 
Khao Phing Kan Island in Phang Nga national park, Phang Nga province, Thailand. 
The island encompasses beautiful scenic views including the remarkable nail shaped 
island (www.tourismthailand.org/attraction/phangnga-82-3939-1 .html).Consequently, 
since James Bond; The Man with the Golden Gun was released in 1974, the island has 
been unofficially named as James Bond island after the film. The island is managed in 
accordance with its representation in the film. The natural authenticity of the island is 
staged and managed to respond to the demand of the tourists who are inspired by the 
image depicted in the film. The tourists are guided to take photographs in front of the 
James Bond Island.
In the case of The Man with the Golden Gun, the popularity of the film has made the 
island known as an international touristic place as well as inspiring international 
tourists to seek for the authentic locations of James Bond movies. Taking Edensor’s
(1998) suggestion that different sites have unique features which generate specific 
theatres or stages, the James Bond Island can be thought to contain distinct qualities 
that influence the performance of tourists. Also, the tourism organizations and tour 
operators perform their roles in managing and staging the island. Tourists are taken to 
the Khao Phing Kan Island and are allowed to take photograph in front of the nail 
shaped island (www.thaistudents/thebeach/jamesbond). Taking photograph and acting 
like James Bonds has become conventional tourist practice on the Island.
Staging a tourist destination prompts the argument of tourist experience at the staged 
destination. Adler (1989) and Edensor (2000) maintain that tourist behaviour and 
activities are influenced by media and tourist destination developers. They follow the 
travel traditions and the travel arts. MacCannell (1978) argues that tourists are single- 
minded to pursue ‘real authentic tourist experience at the back stage of a tourist 
region’. They are denied by the machinations of a tourist development which presents 
them with staged tourist settings. The arguments imply that tourists are similar to 
performers at the staged tourist destination. Their practices at the destination are 
mostly influenced by the destination atmosphere as well as by media.
However, Crouch et al (2005) and Moore (1993) maintain that media audiences or 
tourists are active media receivers. They are active producers of meanings of the
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media. This can be referred back to Metz’s (1978) suggestion that image discourse is 
an open system. Although film makers are influential in meaning making, the open 
system allows film audience to take part in interpreting meanings of film images. 
Once the media audience transforms themselves to be tourists, MacCannell and 
MacCannell (2001) suggest that tourists decode both visual signs and text at the 
destination and are aware of the obscurity of the staged destination. Tourists have the 
second gaze which turns back onto the gazing subject and an ethical responsibility for 
the construction of its own experience and refuses to leave the construction to the 
corporation, the state and the apparatus of touristic representation. The possession of 
the second gaze implies that tourists oversee the staged authenticity of a tourist 
destination. However, at the destination tourists Took for the unexpected, not the 
extraordinary, objects and events that may open a window in structure, a chance to 
glimpse the real’ (:36).
To sum up, staging tourism can be grasped as two comparable concepts. The first is 
based on MacCannell’s metaphor of back region and front region in the tourism 
industry. The back is identified with the mystery of the production where tourists are 
not allowed to gaze. However, the demand of mass tourism inspires the expansion of 
the touristic space and changes the back region to be the front region where tourists 
are permitted to visit. Then, the back region is staged and set up in order to be gazed 
at and visited by those tourists. MacCannell’s concept of staged authenticity implies a 
kind of tourism practice that is considered as performed art (Adler, 1989). Adopting 
both MacCannell’s concept of staged authenticity and Adler’s concept of tourism as 
performed art, Edensor (1998, 2000, 2001) proposes the idea of staging tourism that 
the touristic places are managed by organizations and tourism agents according to the 
attributes of the places. Also, Edensor (1998) mentions the influence of the mass 
media in shaping the image of the touristic places and inspiring prospective tourists’ 
performance on the staged destination.
As a part of popular media, films play two significant roles in staging tourism. First, 
as film entails the visual and audio image that can vividly present the tourist 
destination where is chosen as its location to a large number of prospective tourists, 
film introduces the destination to the prospective tourists. This can be seen in the case 
of Lord o f the Rings and James Bond: the Man with the Golden Gun. In other words,
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films enhance the tourists’ awareness of the existence of touristic place as well as 
stimulate tourists to see the authenticity of the place. Accordingly, the tourism 
organization and tourism agents tend to stage and manage the touristic place 
according to the film narratives and stars. For The Lord o f  The Rings, Wellington is 
called home of the movie and authentic Middle Earth. Also, in James Bond: The Man 
with a Golden Gun, the Khao Phing Kan Island is called James Bond Island. Tourists 
are suggested to perform as if they were part of the adventure of their film heroes.
The other role of film in staging tourism is that film helps bring the authenticity of the 
place to the tourism industry. As in James Bond: The Man with the Golden Gun, the 
natural beauty of the island where the film was shot is staged for the tourists. 
Likewise, the place that represents Middle Earth is acclaimed to be authentic and is 
set up with The Lord o f the Rings ’ narrative and fantasy in order to respond to the 
demand of The Lord o f The Rings fan.
3.7 Conclusion
Madsen (1973) suggests that film is a visual primacy which provides the most direct 
communication to the human mind. Film is considered a significant form of visual 
culture in the tourism industry as tourism practices are under the influence of visual 
consumption. The importance of film in tourism has been enhanced by the 
development of the Hollywood film industry especially in the Studio era when 
cinematographic, sound, colour and projection technologies were introduced into the 
industry. These technologies underpin the power of film to transfer texts and 
messages to audiences. Moreover, the Studio era resulted in the emergence of the 
nickelodeon and chain theatres that allowed a massive number of middle class and 
working class people to enjoy the films. As a consequence, film has become a part of 
popular media in the context of popular culture which is widely favoured by many 
people unlike high culture. Moreover, film comprises specific language and elements 
that create an illusory reality. The language and elements of film provide audiences or 
prospective tourists with visual pleasures which cause the construction of the gaze 
(Mulvey, 1989).
Elements of film that are considered influential in tourism practices are 
cinematography, setting, narrative and stars. These elements affect the tourism
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practices in three ways. First, cinematographic technology and the narrative style of 
film enhance the tourist imagination which produces the construction of the tourist 
gaze and inspiration to visit the tourist destination. Second, all elements of film can 
create the visual representation of the tourist destination in both cultural and 
geographical aspects. Lastly, as a popular medium, film introduces some tourist 
destinations to the eyes of international tourists. Film also dramatises the destination 
as well as tourist performance according to the narratives, and charismatic personality 
of the stars. As a consequence, film has been employed indirectly as tourism 
destination marketing gadgets to draw tourists to the destinations.
65
Chapter 4
Thailand: Destination and image
4.1 Introduction
A destination is a fundamental component of tourism as well as an important element 
of film. Chapter 2 explores the causal relationship between film and tourism which 
has its roots in their uses of a destination in both industries. This chapter aims to 
investigate the characteristics of a tourist destination and its image. As Thailand is 
selected as the case of study, this chapter provides a brief introduction to Thailand and 
its tourism industry and discusses the concept of a tourist destination, destination 
marketing and destination image and its formation process using Thailand as an 
example.
4.2 Thailand: a tourist destination
Kingdom of Thailand, known Thailand is located in the heart of Southeast Asia (see 
figure 4.1). Its location makes it a natural gateway to Indochina, Myanmar and 
Southern China. Its shape and geography divide into four natural regions: the 
mountains and forests of the North; the vast rice fields of the Central Plains; the semi- 
arid farm lands of the Northeast plateau; and the tropical islands and long coastline of 
the peninsula South (www.tourismthailand.org). With a variety of natural resources 
and an independent history going back more than seven centuries, Thailand has 
unique attributes in terms of tourism.
Indeed, tourism has become a vital economic activity and largest export earner. 
Thailand’s economy is reliant on international tourism. It provides employment for 
hundreds of thousands of people in Thailand (Bangkok Post, 2007). Realising the 
importance of the tourism for the country, Thailand’s government has two 
organisations for tourism at national level; Tourism Authority of Thailand (TAT) and 
the Ministry of Tourism and Sport. The TAT is responsible for marketing Thailand as 
a tourist destination for both international and domestic tourists since in 1960 
(http://thai.tourismthailand.org/about-tat/). The Ministry of Tourism and Sport which
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was established in 2002 is responsible for creating the atmosphere for the industry and 
the development of tourism resources.
Thailand has become a destination for international tourists since 1980s (BMI,
Thailand Tourism Report, Q2, 2008).TAT acknowledged the phenomenon and 
initiated the first marketing campaign ‘Visit Thailand Year’ which successfully 
helped increase national tourism income by 34 per cent in 1987 and further 58 per 
cent in 1988. The campaign also made international tourists aware of Thailand’s 
natural and cultural characteristic. In 1998-1999, TAT reinforced the ‘Amazing 
Thailand’ which emphasised the image of Thailand as a peaceful, hospitable, a year- 
round tourism destination (www.bangkokpost.com/tourismreview2007/index.html).
Figure 4.1: Map of Thailand 
(source :http://www. visit-
thailand.info/information/map-of-thailand.htm)
As a result of the Amazing 
Thailand initiative,
Thailand was eighteenth on 
the list of most popular 
international tourist 
destinations (Berger, 2007).
However, the country has 
many competitors for 
example Vietnam,
Singapore and Malaysia.
The TAT has created a 
clearer position of tourism products that have been re-classified into seven categories 
under the theme ‘Seven Wonders of Amazing Thailand’ (TAT, 2009). They include:
•Thainess: traditional Thai hospitality, lifestyles and cultural tourism products.
•Treasure: historical attractions, temples and museums.
• Beaches: Thailand's ever popular beach resort destinations.
• Nature: Thailand’s national parks and soft adventure/ ecotourism products.
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• Health and Wellness: Thailand's world renowned spas and health resorts.
• Trends: boutique hotels, shopping centres, dining and nightlife.
• Festivities: international events and popular Thai festivals.
The positioning of Thailand’s tourism products underlines the characteristics and 
qualifications of the tourist destination. The next section explores the concept of a 
tourist destination and its component using Thailand as an example.
4.3 Tourist destinations
Before discussing the concept of the tourist destination, it is necessary to revisit the 
tourism system which surrounds the destination. Adopting Leiper’s (1990) model of 
the tourism system, Cooper et al (2008) suggest that the tourism system entails 
geographical and economic issues in relation to tourist activities. The model locates 
the industry sectors, provides the geographical element which is inherent to all travel, 
and places tourism in the context of a range of external environments as shown in 
figure 4.2. There are three main elements in the tourism system. First, a tourist is 
defined as the actor in the system. Second, the geographical element involves the 
travelling generating region, tourist destination and the transit route. Lastly, the 
tourism sector includes the range of businesses and organisations involved in 
delivering tourism products.
According to the tourism system, all elements of tourism have a potent significance in 
the delivery of the product to the tourists (Cooper, et al, 2008). The tourist destination 
is considered the raison d’être for tourism which includes a range of places different 
from the everyday by their cultural, historic or natural significance (Rojek and Urry, 
1997). Mathieson and Wall (1982) and Boniface and Cooper (2009) maintain that the 
destination region deserves more attention as it attracts the tourists and energises the 
tourism system as well as absorbs the impacts of the tourism industry.
Types of tourist destination are related to travel patterns. Boniface and Cooper (2008) 
propose two different types of tourist destination according to domestic tourism and 
international tourism. Domestic tourism involves those travelling within their own 
country whereas international tourism embraces those travelling to a different country
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other than their normal place of residence. Tourist destinations from western points of 
view after all are peripheral areas characterised by exotic, less economically 
privileged regions for example countries in South-east Asia (Laws, 1995). Thailand 
as the major tourist destination in South-east Asia is a prime example (Berger, 2007). 
The country offers the sense of otherness which is disclosed in Thainess and natural 
beauty particularly beaches to western tourists.
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Figure 4.2: A basic tourism system 
Source: Leiper, 1990
Another alternative way of classifying tourist destinations is based on the tourism 
management aspect. Mathieson and Wall (1980) propose a concept underlying the 
type of destination is that tourists visit and stay temporarily in the area. Any 
destination has to provide a range of services including accommodation, catering, and 
activities to meet the needs of tourists (Laws, 1991). Tourist destinations, therefore, 
are places ranging from small scale to large and complex areas where there are those 
services and activities for the tourists. Howie (2003) contends that a representative 
range of destinations includes 1) villages and small towns, 2) cities, notably historic, 
cultural, tourist cities, 3) resorts, 4) protected areas, 5) regions and 6) countries. With 
a diversity of natural and cultural resources, the tourist destinations can be 
subcategorised into a small village, town, historical and cultural cities, resorts and 
national protected area, and regions.
Traveller-
generating
regions
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As far as Thailand is concerned, it has been promoted as a tourist destination from the 
small scale i.e. village tourism to a large scale tourist destination i.e. regional tourism. 
The TAT promotes the country’s four regions for their distinctive characteristics. The 
Northern region is promoted for its serene civilisation and beautiful mountainous 
scenery whereas the North eastern region is promoted for its ancient Khmer ruins and 
festivities. The central region is famous for Thai culture as there are two old capital 
cities of Thailand as well as Bangkok, its present capital city. Lastly, the southern part 
is mostly famous for beautiful beaches and islands.
Tourist destinations contain special attributes which make them become distinctive. 
These attributes are discussed in the following section.
Components of a tourist destination
A tourist destination includes specific elements which make it distinctive and grasp 
tourists’ attention. Laws (1995) argues that the tourism region contains two factors 
which contribute to the attractiveness of a tourism region. They are the primary 
features and the secondary destination features. The primary features include a 
destination’s climate, ecology, cultural traditions, and traditional architecture and land 
forms. The secondary features are the developments introduced for tourists. Laws 
proposes that the elements of a tourist destination are correlated with what Howie 
(2003) calls resources which are the precious ‘raw ingredients’ of a place and 
attractions which are the developed place’s resources.
Attractions
With the destination, attractions are also said to be the raison d’etre for tourism 
(Boniface and Cooper, 2009). Attractions generate tourist visits and create the tourism 
industry. Different forms of tourism are based on different types of attractions. Gunn 
(1997) describes attractions as the fundamental reason for the tourist to visit. 
Swarbrooke (2001) has classified attractions into four categories.
• Natural attraction i.e. beaches, caves, scenic features and wildlife.
• Man-made building, structures and sights not purposely built for 
attracting tourist visits, e.g. historic houses, castles and cathedrals.
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• Man-made building, structures and sights designed to attract visitors and 
tourists, e.g. theme parks, museum, art galleries, casinos.
• Special events e.g. Rio de Janeiro’s carnival and Edinburgh’s festival. 
The special event attractions occur only periodically and in some case 
change venues such as the Olympic Games.
Howie (2003) proposed that there are three types of attraction in a single destination. 
Cultural, sport and entertainment attractions are considered the major attractions. In 
addition shopping centres and shopping malls are supporting attractions which may 
become primary attractions dependent on typology of tourists and their interests. 
Further Howie suggests that the last one, the street signposts are additional attractions 
which may appeal to tourist.
On the other hand, Boniface and Cooper (2009) look at attractions’ pulling power. 
They invent the hierarchy of tourist attractions within the destination according to 
their pulling power (see figure 4.3). These are the first-order attractions or the must- 
see attractions which are the magnet for tourists from all over the world. The second 
order attractions might be visited as part o f an excursion circuit. The third-order 
attractions are minor attractions which draw visitors from within the immediate 
region.
First-order attractions: national 
icons Œifel Tower. Louvre)
Second-order attractions (Chateaux o f  the 
Loire. Fontainebeau)
Third-order attractions (Heritage 
centres showcasing regional produce 
and crafts)
Figure 4.3: A hierarchy of a tourist destination adapted from Boniface and Cooper (2008)
This research uses Boniface and Cooper’s hierarchy of attractions as a basis for 
investigating pulling power of the attractions as the result of being film locations. 
Regarding the case of Thailand, it has marketed itself for many years as an exotic,
71
natural, friendly and exciting destination (BMI, Q2, 2008). In the early stages of 
tourism development, the country’s popular attractions were beaches and islands. The 
friendliness of Thai people has become internationally known. The country then has 
been popular for its local friendly people and beautiful beaches. The Tourism 
Authority of Thailand then integrated the friendliness culture along side the beaches 
(TAT, 2009). The friendliness culture and beaches are the first order of attraction. The 
historical heritage sites and national parks became the second order attraction whereas 
spas and festivities are third orders which are for a specific tourist markets. The order 
of tourist attraction can be influenced by the destination marketing plan and the 
tourist’s image of the destination.
Page (1995) adds that the tourist destination includes intangible aspects which are the 
atmosphere of the destination for example, the friendliness of the locals and liveliness 
of a place. The intangible attributes augment the unique characteristics and create the 
leisure setting of the destination. A tourist destination takes account of the local 
people who create the socio-cultural features of the destination and play a role as 
hosts for the tourists.
•M l Sstadi
Figure 4.4: Khao San Road, Bangkok, Thailand: a popular destination for 
backpackers from all over the world 
Source: Author
A tourist destination entails the total tourism product which is the combination of 
resources or initial attractions and services to enhance tourist visits to the place 
(Middleton, 1994). Indeed, it is a combination of tangible and intangible aspects of
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places. These elements of the tourist destination include the attractions which are 
mainly the unique resources of the places, the development of tourist facilities and 
services, and the atmosphere or the spirit of the place which includes the local 
residents. The attractions and facilities are tangible aspects whereas services and the 
atmosphere are mainly the intangible aspects of the place. In the case of Thailand, the 
intangible aspects of the destination become more prominent and popular among the 
international tourists. Khao San Road located in Bangkok (figure 4.4.) is a prime 
example. Its chaotic but lively atmosphere attracts backpackers from all over the 
world. Therefore, a hierarchy of tourist destination can be reversed in respect of the 
places’ most recognised attributes and how the destination markets itself.
The complexity of destination leads to the idea of the tourist destination as the tourism 
product. Ashworth and Voogd (1990) argue that a place can be both a product and a 
container or assemblage of products. Their notion underpins Middleton’s (1994) 
concept of a destination as the total tourism product which includes all kinds of 
services and businesses provided for tourists at the destination. These tourism 
products are consumed where they are produced. Indeed, most of the tourism product 
is assembled from the variety of services and experiences at a particular place. 
Consumers of places or tourists themselves conduct the assembly rather than 
producers. The implication here is that the destination marketing needs the 
understanding of the tourists’ selection of the places as well as the multi-sold nature 
of place. The next section investigates the task of destination marketing.
4.4 Destination marketing
The complexity of destination leads to the idea of the tourist destination as a tourism 
product. Ashworth and Voogd (1990) contend that place can be both a product and a 
container of an assembly of products. Their notion underpins Middleton’s (1994) 
concept of a destination as a total tourism product which includes all kinds of services 
and businesses provided for tourists at the destination. These tourism products are 
consumed where they are produced. Indeed, most tourism products are assembled 
from a variety of services and experiences at a particular place. The consumers, the 
tourists themselves, conduct the assembly of products rather than the producers. The 
implication here is that destination marketing needs to understand tourists’ selection
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of the multi-sold nature of place. This leads to the use of the marketing mix, a mixture 
of controllable marketing variables that a company uses to pursue the desired level of 
sales in the target market (Kotler, 1984: 68).
Accordingly, Middleton and Clarke (2001) maintain that the marketing mix or the 4 
P’s in travel and tourism includes product formulation, pricing, promotion and place. 
Production formulation means adapting product to the changing needs of the target 
customer. Pricing relates to ‘the published or negotiated terms of the exchange 
transaction for a product between a producer aiming to achieve predetermined sales 
volume and revenue objectives’ (: 90). On the other hand, prospective customers seek 
to maximize their perceptions of value for money in the choices they make between 
alternative products. Promotion includes advertising, direct mailing, sales promotion, 
merchandising, sales-force activities, brochure production, Internet communication 
and PR activity. Place means the location of all the points of sale that provide 
prospective customers with access to tourist products. Among the 4 P’s of the 
marketing mix in travel and tourism, promotion is considered the most visible 
component.
Moreover, Kotler et al (2002) suggest that most destination marketers mostly focus on 
promotional tasks in the pursuit of increasing volumes of sales or numbers of visitors 
at destination. Buhalis (2000) argues that traditional destination marketing 
concentrates on visitor numbers and treats the tourism product or a destination like 
any other commodity. He suggests that tourism marketing should operate as a 
mechanism to facilitate regional development objectives and to régionalisé the 
provision of tourism in order to ensure that the strategic objectives of the destination 
are achieved. Destination marketing therefore needs an integrated marketing plan. 
However, the complex nature of the destination and the variety of stakeholders make 
destination marketing a challenging task (Sautter and Leisen 1999). Therefore, 
Destination Marketing Organisations (DMOs) are established to co-ordinate with the 
private sector. An ability to identify customer needs and provide superior customer 
value is key for tourism marketing (Kotler et al, 2002). DMOs’ major responsibility is 
therefore to formulate the tourism product, which is desirable from the demand, 
without jeopardising the destination’s resources and enhance the uniqueness of the 
destination (Buhalis, 2000).
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In the context of destination marketing, a destination image is an essential part of 
destination product and promotion. This is due to the fact that tourists become aware 
of the destination as a brand comprising a collection of suppliers and services. They 
develop an image about the destination and a set of expectations based on previous 
experience, word-of-mouth, press reports, advertising and common beliefs (Chon, 
1991). Since tourism products are mostly intangible, tourist destination images 
become important for the tourists’ decision-making process and their behaviour. 
Destinations with a strong positive image are more likely to be chosen in the travel 
decision process (Schmoll, 1978; Goodrich, 1978; Moutinho, 1984: Woodside and 
Lysonski, 1989). Destination marketers attempt to influence destination images by 
using promotion and marketing communication (Gartner, 1993). DMOs such as TAT 
communicate the destination image through its website and marketing campaigns for 
example Thailand’s “Amazing Thailand” project in 1998-1999. The DMOs emphasise 
the understanding of the tourist’s image of the destination which is in turn the 
identification of their needs and their expectations of the destination product. As a 
consequence, the DMOs provide their customers with products and services that can 
be formulated within the destination resources.
The next section explores the meaning of images and the process of destination image 
formation. It is aimed to provide the fundamental background of how popular film 
plays roles in tourists’ understanding of destination image which in fact influences the 
destination image.
4.5 Destination image: components and its formation 
process
Defining a meaning of tourist destination image is considered problematic. Jenkins
(1999) suggests that problems arise because the term has been used in a variety of 
contexts including those pertaining to the destination images projected by tourism 
promoters and destination images held by the public and individuals. Meanings of 
destination image and many of the definitions are imprecise (Echtner and Ritchie, 
1991). The definitions of destination image mostly refer to the meaning of image in a 
marketing context. This part of the chapter investigates the concept of an image in a
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marketing context in the first section and the destination image and its formation 
process in the second section.
4.5.1 Image in a marketing context
Maclnnis and Price (1987) argue that the imagery process is a way of processing and 
storing multisensory information in the memory. Information and knowledge are 
stored and represented as images. The imagery process depends more on the holistic 
which is often described as mental picturing. Imagery includes smell, tastes, sight, 
sound and touch. The imagery process is vital in a study of consumer behaviour. 
Maclnnis and Price suggest that product information is likely to be processed by using 
a combination of discursive information and imagery. Both discursive information 
and imagery are used in evaluating the product in the consumer’s decision making 
process. The consumers use the discursive information to evaluate product attributes 
and reduce the number of alternatives. On the other hand, the holistic impression in 
other word imagery is used to compare the few choices that remain.
Echtner and Ritchie (2003) apply Maclnnis and Price’s holistic impression or imagery 
process to define a product image. They argue that an image is used to describe both 
the discursive and imagery modes of information processing. The individual perceives 
the characteristics and attributes of the product through the discursive information. 
Total impressions, auras and feeling are integrated in an imagery which describes a 
product’s image. Hence, an image is the total impression that an entity makes on the 
minds of others.
A product image in a marketing context is based on its components and its 
relationship to the consumers. Martineau (1958) suggests a store’s images are 
powerful in creating a store’s personality resulting in increasing a store’s clienteles. 
The shoppers select to shop at a particular shop because they find that it reflects their 
image and their personalities as well as serves their need. Elements of an image are 
functional attributes, psychological attributes, functional holistic impression and 
psychological holistic impression (see figure 4.5). As far as destination marketing is 
concerned, the individual functional attributes include price levels of the tourism 
business such as accommodation prices and package tours at the destination. For 
example Thailand has been promoted as a year-round tourist destination with a high
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quality, good value for money, product and service (Bangkok Post, 2007). The 
functional holistic impression of Thailand is its physical attributes for example 
beaches, and islands. The psychological attributes are the friendliness of Thai people 
or what TAT (2009) calls Thainess. Lastly, the psychological holistic impression 
deals with the overall impression of the country.
Functional Characteristics
Attributes
-high prices, 
-designer label 
merchandise
-mental picture of 
store
layout(spacious)
-courteous staff
-easy to exchange -general feeling or
items atmosphere
» Holistic 
(Imagery)
Psychological Characteristics
Figure 4.5: An illustrative example of four components o f image (Retail store)
Adapted from Echtner and Ritchie (2003)
The conceptualisation of product image implies that the image is formed by the 
individuals’ imagery processing and the interrelation between the way they see 
themselves and the products. The image of a product comprises not only the 
individual attributes or traits but also the total impression. It can also be formed by 
both the individual impression and a group impression. Likewise, the tourist 
destination image entails not only destination attributes but also the tourists’ total 
impression of a place. The image of the destination also reflects the individuals’ ways 
of seeing themselves which lead to their expectation of types of holidays and tourist 
activities. The image of the destination is an essence of destination marketing as the 
tourism product is mostly intangible. However, it does not have only implications for 
destination marketing but also tourists’ behaviour at the destination. The tourists’
77
imagery process which interrelates to their understanding of the destination and their 
behaviour is a focus of this research.
4.5.2 Destination image
Definition of destination image has been made by a number of destination image 
researchers. Hunt (1975), Lawson and Baud Bovy (1977) and Crompton (1979) are 
pioneers in this field. Hunt describes destination image as perceptions of an area held 
by visitors while Lawson and Baud Bovy propose that destination image is the 
expression of all objective knowledge, impression, prejudice, imagination and 
emotional thoughts that an individual or group have of a particular place. Similarly, 
Crompton (1979) describes the destination image as the sum of beliefs, ideas and 
impressions that a person has of a destination. Most researchers of destination image 
(Hunt, 1975; Crompton, 1977, 1979; Phelps, 1986; Gartner and Hunt, 1987 and 
Gartner, 1989) consider a destination image in terms of lists of attributes rather than 
in terms of holistic impressions. However, Echtner and Ritchie (2003) define a 
destination image by holistic impressions of a place or perceptions of an area.
The definition of destination image used in this research is the total impressions of a 
place from the tourists’ evaluation of the place’s dominant attributes. Discussion of 
definitions of a destination image implies that a destination image is formed by 
tourists or other formation agents. The next section explores in-depth a destination 
image formation process.
Destination Image Formation Process
Destination image formation takes place as a continuum from place before the actual 
visit, during the visit and after the visit. The image formation is a construction of a 
mental representation of a destination on the basis of information delivered by the 
image formation agents and selected by the person. The process involves two ends of 
information transmission in destination image formation which are the destination and 
the receivers (Tasci and Gartner, 2007). While the destination is related to what 
MacKay and Fesenmaier (1997) call the destination marketer, the receiver is the 
tourist or individual. The destination image is formed by both the individual and the 
marketer.
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Studies of destination image formation (Gunn, 1972; Hunt, 1975; Gartner, 1986; 
Stabler, 1988; Echtner and Ritchie, 1991 and Selby and Morgan, 1996) focus on 
factors that influence the tourist’s construction of the image and the process of image 
formation. Stabler (1988) was among the first researcher’s investigating factors 
influencing destination image from both the demand side and supply side. Personal 
factors include the motivation, psychological characteristics, experiences, hearsay, 
socio-economic characteristics. On the other hand, factors from the supply side 
encompass marketing materials, advertisements, news and books. The destination 
image depicted by the supply side usually entails the destination’s resources and 
attributes which correspond to the tourist’s image of the destination. DMOs of many 
destinations attempt to negotiate between the tourists’ collective image of the 
destination and the desirable image by employing popular media including film as 
destination promotional tools such as Lord o f The Rings in the case of New Zealand 
and The Beach in the case of Thailand. The DMOs of New Zealand state that ‘Middle 
Earth is New Zealand’ in their official website (http://www.tourism.net.nz/lord-of- 
the-rings.html). Similarly, Thailand promoted its beaches after the release of The 
Beach in 2000. The TAT aimed to communicate its beautiful and warm beaches 
through the film.
Gunn (1972) proposes a seven-stage image formation and modification process (see 
figure 4.6). The theory highlights the continuum process of the image formation. First, 
it is suggested that a person has an accumulation of mental images of a great number 
of vacation experiences. Secondly, the image of the vacation is modified before the 
decision making process. The modification is derived from exposure to various types 
of information such as reading books, novels, geographic literature, watching 
television programmes or films, hearing lectures and discussing travel experiences 
with friends and relatives. The organic image of a destination is formed at the first and 
second stages. Depending on the strength of the original accumulation, these new 
impacts may alter or have no effect upon the image. The information plays a potent 
role on the image development and finally on a decision to travel.
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6. Return travel allows reconstruction of the image by 
recall and discussion with other travellers.
Organic image
Induced image
Modified-induced
image
1. Accumulation of mental images of place and 
vacation experiences.
4. Travel to attraction may condition the image (i.e. 
roadside signs, weather)
2. Modification of images by exposing to all type of 
information sources
5. Participation or experience at the destination, the 
activities, accommodation and other services that may 
influence the image.
3. Decision to travel based on a sort of image 
efficiency-anticipated experience but kept within 
time, money and other constraints.
7. New accumulation occurs after the visit. The 
process is circular; the end accumulation of image 
may be or may not be the same as the one before 
travelling.
Figure 4.6: The seven stage theory o f a destination image formation. 
Source: Gunn (1972) Vacationscape, pp. 120.
Thirdly, a tourist makes a decision to travel based on the information and mental 
image of a destination. At this stage, time and money are major constraints. Fourthly, 
after the decision has been made but before actual participation, a number of 
influences condition the image such as the roadside signs and weather can confirm or 
change the original plan. The fifth stage takes place when the aim of travel is met in 
the actual participation. The modified induced image is formed at this stage. There is 
a comparison between the anticipation of the experience and the actual experience at 
the destination. The sixth stage is when the tourist returns to his/her original place. 
The travel back allows the reconstruction of the image of the destination by recalling 
or discussing experiences with others. The last stage is a new accumulation that is 
conditioned by the new experience. The modified induced image is formed at the fifth
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to seventh stages. At the last stage, the image of the destination becomes more 
complicated but more realistic. The tourist’s experience influences the modification of 
the image.
However, the destination image can fade or revert over time if the tourists visit to the 
similar places which confuse their memories (Phelps, 1986). It can be changed 
according to changes of destination components and the information agents which are 
discussed in the next section.
Components, types and formation agents of destination image
Most studies of destination image (Gartner, 1993; Baloglu and McCleary, 1999; Kim 
and Richardson, 2003; Beerli and Martin, 2004; Pan and Ryan, 2007) recognize that 
destination image comprises perceptual/cognitive, affective and conative components. 
A cognitive component refers to beliefs and knowledge about a place whereas the 
affective component refers to feelings about the place. An affective evaluation of a 
place depends on cognitive assessment and the affective responses are formed as a 
function of the cognitive ones. In turn, the cognitive and affective evaluation forms an 
overall image (Baloglu and McCleary, 1999). Conative component is the last step of 
evaluation which is analogous to behaviour. Conation can be considered as the 
likelihood of visiting a destination within a certain time period (Pike and Ryan, 2004). 
It is the intent or action element which is built on the cognitive and affective stages 
(Gartner, 1993: 196). The conative image component takes place during the decision 
process. The affective image is formed by the cognitive component and the conative 
image depends on the image developed during the cognitive stage and evaluated 
during the affective stage. The three components are interrelated and intertwined.
The elements of a destination image are referred to as the types of images that are 
formed by the different agents. According to Gunn’s (1972) seven-stage theory of 
image formation, there are three types of images occurring along the continuum 
process. An organic image is naïve or non-tourist oriented information for instance 
television documentaries, books, and friends. The organic image is the tourist’s 
mental representation of the place in according to their accumulated knowledge and 
belief about the place. On the other hand, an induced image is from the promoted 
information for example brochures, publicity and advertisements. When the tourist
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actually visits the destination, the modified image is developed as the result of 
personal experience. At this stage, the destination can be complex but more realistic 
and differentiated (Chon, 1990; MacKay and Fesenmaier, 1997).
Furthermore, image formation agents are revealed at different steps in the formation 
process. The agents are also called the sources of information from which the tourists 
gain knowledge of the place. The perceptual or cognitive evaluation of attributes are 
formed by external factors which include various information sources which are both 
symbolic stimuli such as promotional efforts of a destination through media including 
popular film and social stimuli such as friends, and relatives word-of-mouth (Baloglu 
and McCleary, 1999). These information sources are autonomous and organic agents 
which maintain high credibility and have the ability to reach a great number of 
tourists than the tourism oriented information sources. However, autonomous or 
organic agents are carefully utilised by the DMOs in order to promote the tourism of 
the destination (Morgan and Pritchard, 1998, Wang, 2000).
The other type of image formation agent is an induced agent which refers to the 
tourism oriented information or the promotional materials. The promotional materials 
are used for ‘establishing, reinforcing, or changing the image of the destination’ 
(Tasci and Gartner, 2007: 415). Induced image agents range from travel brochures, 
tourism postcards, travel magazines, and advertisements. The induced agents always 
portray favourable attributes of a tourist destination. They are made to create the 
awareness of the destination as well as influence the tourist’s decision making. 
However, there is a disconnection between what a tourist destination projects in its 
promotional material and the actual products (Fakeye and Crompton, 1991). In turn, 
this may create a negative effect on the destination image in the long term as the 
tourist may have a higher expectation of the product and experience than it can 
actually give.
4.6 Conclusion
The tourist destination is the most important element for the tourism industry. In the 
context of destination marketing, the destination is analogous to a tourism product 
which is complex and mostly intangible. Thus, tourists do not have a chance to try out 
before they decide to travel. The concept of a destination image is an important
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concept for destination marketing. A destination image is derived from tourists’ 
mental representations of a place which has a potent influence upon their decision to 
travel to particular places. Tourists’ collective information about a destination is an 
essence of destination image formation process. DMOs and tourism private sectors 
attempt to recreate and shape a destination image by using all types of media and 
prints. Visual or pictorial elements are prime in the promotional material and media. 
They are powerful tools to create the destination image and influence the tourists’ 
decision making (MacKay and Fesenmaier, 1997; Bulter, 1990; Crouch and Lubbren, 
2003). Researchers of media influence on tourism (Frost, 2004; Iwashita, 2003; Kim 
and Richardson 2003; Schofield, 1996; Mercille, 2005; Edensor, 2005) maintain that 
the visual media i.e. film have become more important in the destination image 
formation process. The present research seeks to investigate the roles of popular film 
on the tourists’ imagery process by using The Beach and Thailand as the case of 
study. The next chapter explores the research objectives and methodological rationale 
as well as how the researcher conducted the research.
83
Chapter 5 
Research methodology and key findings
5.1 Introduction
This chapter has three purposes. First it sets out and explains the research 
methodology and methods that were used to respond to the research questions. In 
doing this it provides both a theoretical background and justification as well as an 
explanation of the methods employed in collecting the data and the difficulties 
encountered and how these were addressed. The second purpose is to explain how the 
data were analysed. Linked to this, the final purpose is to set out the key findings of 
the research. This latter is included here, rather than in a separate chapter, partly 
because, particularly in relation to the semiotic analysis, the discussion of the analysis 
leads directly to the findings and it seemed proper to include these together. A further 
reason for including the findings in outline here is, as explained in the final section of 
the chapter, this avoids repetition by providing a basis for the subsequent chapter to 
discuss the findings in a more integrated way.
The first parts of the chapter (section 5.1-5.5) deal with the research methodology and 
methods. Section 5.6 explains the way in which the research was carried out in its 
three stages and also provides the outline of the findings from each stage. The chapter 
concludes with a discussion and explanation of the research limitations, the reflections 
of the researcher and the ways in which the findings are presented.
5.2 Methodological context
The study involves investigating the influence of film as a popular medium on tourist 
destination image and tourist practices. This section discusses methodological context 
including research questions, objectives and methodological rationale.
5.2.1 Research questions and objectives
The overall research question is ‘what is the role o f film  in mediating tourist 
destination image and tourist practices ’? ’
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This overall research question prompts a set of specific research questions:
1. How does popular film mediate the destination image and tourist practices 
at the destination?
2. What are the representations of the tourist destination that are mediated by 
film?
3. How do tourists interpret these representations of the destination? Do they 
believe what they see on the screen? and,
4. How does a film influence tourists’ anticipatory and actual tourist practices 
at the destination?
Accordingly, the objectives of the research can be identified as follows;
1. To identify ways in which a popular film mediates destination image and 
tourist practices at the destination.
2. To understand key messages conveyed to tourists regarding destination 
image and tourist practices via film.
3. To investigate the tourists’ understanding of the representation of 
destination image and tourist practices.
5.2.2 Methodological rationale
According to the research questions and objectives, the research explores the tourists’ 
interaction with film and the tourist destination. This relates to constructivism which 
rejects objectivism’s view of an existing truth and meaning in some external world 
(Gray, 2004; Saunders et al, 2003). Constructivism views meaning as being 
constructed rather than discovered. This research does not seek to understand the 
subjects’ collective unconscious which relates to subjectivism. It seeks to understand 
what Gray (2004) calls subjects’ construction of their own meanings in different 
ways. Interpretivism maintains that the social world is too complex to lend itself to 
theorizing by definite laws in the same way as the physical sciences (Saunders et al, 
2003). It focuses on the unique, individual and qualitative aspects of the social world 
(Crotty, 1998).
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The interpretivist stance involves an inductive approach whose emphasis is on 
understanding the way in which humans interpret their social world (Saunders et al, 
2003). It criticises deduction’s rigid methodology in not allowing an alternative 
explanation of what is going on. On the contrary, induction lends itself to qualitative 
research which deploys a wide range of interconnected methods to get a better fix on 
the subject matter (Denzin and Lincoln, 1994).
According to an inductive approach, it is suggested that qualitative research methods 
are the means to collect the data and to generate evidence to explain social realities. It 
generates the data as evidence to understand social realities. This research involves 
the study of visual material namely films and people’s insight (interpretation of a 
film) and experience. Therefore, a mix of qualitative methods were employed in order 
to provide an understanding of the meaning of the film. In order to make the research 
methodology concrete, the explanations of qualitative research and qualitative 
methods are needed. The next section discusses the nature of qualitative research and 
qualitative methods.
5.2.3 Qualitative research
Qualitative research is said to be an approach to open up a wide array of dimensions 
and of the social world including the understanding, experiences and imagining of 
research participants, the way social processes, institutions, discourses or relationships 
work, and the significance of the meanings they generate (Mason, 2002).
The most fundamental nature of qualitative research is its commitment to view events, 
actions, norms and social values from people’s knowledge and views (Bryman, 1988). 
The emphasis of qualitative research is a need to interpret what is going on in terms of 
an understanding of the whole society and the meaning it has for the participants. It 
aims to describe and analyse both the processes through which social realities are 
constructed, and the social relationships through which people are connected to one 
another (Miller, 1997).
Qualitative research data are mostly from in-depth interviewing, unstructured 
interviewing and participant observation. These qualitative research methods permit 
researchers to investigate the realities from the views of the people who are studied.
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Qualitative research is multi-method in focus which involves an interpretive, 
naturalistic approach to its subject matters. The use of multi-method reflects an 
attempt to secure an in-depth understanding of the phenomenon in question (Denzin 
and Lincoln, 1994). Using multi methods as a research strategy adds rigour, breadth 
and depth to any investigation (Flick, 1992). This combination of multiple methods, 
empirical material, perspectives and observations in a single study is thought to 
provide the best understanding.
However, qualitative research includes some drawbacks. Qualitative data cannot 
generalize the wider universe. In contrast, it can explain the social realities within 
their context. It entails the sustained contact with the subjects or people who are 
studied. Denzin and Lincoln (1994) also maintain that qualitative research is not able 
to generalise the social realities in a wider sense as it investigates the social 
phenomena from people’s perspectives, relationships of people within society or 
institutions, events, values and practices. A qualitative research strategy is relatively 
open and unstructured in order to get rich and rounded data. However, its loose 
structure and openness enhances the opportunity of discovering entirely unexpected 
issues which may be of interest to researchers.
According to the research questions and objectives, this research aims to study a 
social phenomenon (roles of film in mediating a destination), object (films) and 
people’s insight and experience (tourists’ interpretations of a film and their practices). 
Visual analysis and communication are obviously needed for this study. This research 
requires multi-methods to investigate meanings of a popular film and search out 
people’s interpretation and experience. As discussed on the nature and the focus of 
qualitative research, this research uses qualitative research as a basic approach and a 
mix of qualitative methods as tools to investigate the social realities and to answer the 
research questions.
While this research investigates the role of a popular film on international tourists’ 
understanding of destination image and tourist practices, it is not possible to study all 
popular films and all tourist destinations. A case study is adopted as the research 
strategy for this study. The next part of this chapter explains the use of a case study as 
a strategy for this research and the selection of the case study.
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5.3 Research strategy
A case study is defined as an in-depth study of a case or cases which refer to an entity 
such as individual, an organisation, a community, a country and a continent 
circumscribed by temporal and spatial contexts (Burton, 2000). Yin (2003) maintains 
that the case study is the method which is useful when the phenomenon is not readily 
distinguishable from its context. It is a popular method for a complex interaction 
between the phenomenon and its temporal context. Also, it is said that the case study 
involves the widest range of data collection and the use of many different sources of 
information to provide ‘depth’ to the case (Cresswell, 1998). The case study approach 
has a number of advantages: it can provide in- depth study; it can contextualise the 
social action and processes; it can facilitate multi- perspectives, methods and analysis 
(Snow and Anderson, 1991; Descombe, 2003).
However, it is often criticised for the lack of credibility of generalisation made from 
its findings. Stake (1995) suggests that the case study is not employed for 
generalisation but the resonant information to modify the generalisation. The real 
production of a case study is ‘particularlisation’ which emphasises the case itself 
(Stake, 1995: 8). Yin (2003) argues that the case study is generalisable to theoretical 
proposition but is not generalisable to a wider population. The case study, therefore, 
provides rich and in-depth information of a particular phenomenon which can be 
generalisable to the theory. It also allows the researcher to use multi research methods 
which results in wide and rich information of the phenomenon which is the aim of this 
research.
5.3.1 Selecting the case study
The case study must entail representations of the destination as well as a concept of 
tourist practices at the destination. First of all, the destination was selected in order to 
identify the spatial scope of the research. The destination was selected according to its 
popularity in being used as a film location, its popularity as a tourist destination and 
the possibility to access information and data at the destination. Thailand was selected 
partly because it has been open for international tourists since 1960. Since 1997, the 
country has been received 7-10 million international tourists annually. Also, there 
have been 211 international feature films produced in Thailand during 1998 to 2006
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(Thailand’s Office of Tourism Development, 2006). The researcher’s nationality as a 
Thai was also thought to assist with access to information and data.
Having selected the destination, a list of English language films that were produced in 
Thailand was made (Appendix A). There is a variety of film genres and 
representations of Thailand in the listed films. Therefore, a number of criteria were 
identified as the basis for selecting the appropriate film(s) for this study. The film(s) 
should;
1. have achieved Hollywood Box office success. Achieving Hollywood Box 
office implies international recognition and the possibility of being seen by 
a large number of people. This links to the characteristic of a popular 
medium that can be reached by the masses.
2. be shot in Thailand. As the research aims to investigate the representation 
of Thailand, the selected film must be produced in the actual locations of 
Thailand.
3. contain a storyline which is about Thailand as the country or as the tourist 
destination. This criterion refers back to the importance of story which 
constructs the representation of the location.
4. be produced not earlier than the year 2000. There was a possibility that the 
respondents’ memories may not be strong if the films were produced and 
distributed earlier than 2000.
Reviewing the list of Hollywood films produced in Thailand and meeting the criteria 
for selection, there were two possible films. They are The Beach (Boyle, 2000) 
distributed by the Twentieth Century Fox company, and Bridget Jones Diary: The 
Edge o f Reason (Kidron, 2003) distributed by the Miramax Film Studio. However, 
Bridget Jones Diary: The Edge o f Reason does not depict Thailand in the full story. 
Therefore The Beach was selected because it was filmed in Thailand for the whole 
story and it entails the story of tourism and tourist practices in the location.
5.3.2 Research framework
To achieve the objectives and to answer the research questions, the research was 
designed to explore the production practices of film and destination image, the
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interpretation and meanings of filmic representations and tourists’ imagination. As set 
out in figure 10, the research begins with Study 1, which aims to explore how 
representations generated meanings of the destination attributes. This study provides 
an understanding of representation of destination image and tourist practices which 
provides the conceptual platform for Study 2 and Study 3.
Building upon Hayward’s (2006) contention about the film director’s role in film 
production and Edensor’s (2005) argument of the role of the tourist organisation in 
staging tourism, Study 2 seeks to explore how destination images and tourist practices 
are mediatised through the process of film production. This study provides an 
understanding of how the destination was selected as a film location and how its 
specific attributes were re-presented. Also, the findings of this study act as a check on 
the findings of Study 1 in aspects of the meaning of filmic representation.
The last and in many ways the most important is Study 3 which involves an 
investigation of tourists’ ways of seeing. This study seeks to understand how tourists 
interpret the representations and practices at the destination, and in turn, how these 
representations influenced their understanding of destination images and tourist 
practices at the location destination. The findings provide another angle of 
interpretation which may support the findings of Study 1 and Study 2. An outline of 
the three studies is presented in Figure 5.1.
5.4 Research methods
A case study strategy allows the researcher to use multi- research methods in order to 
gain resonant and in-depth information of the case. Regarding the research strategy, 
this present research entails three related studies which require different research 
methods. There are three main qualitative research methods used. Semiotic analysis, 
which is considered a visual method, was used in Study 1. Semi-structured interviews 
were used with the film elicitation in Study 2 and Study 3. This part of the chapter 
explores these qualitative research methods including their advantages and 
disadvantages.
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Semiotic analysis Purposive sampling
Thematic analysis Thematic analysis
Discussion
Convenient sampling
Semi-structured
interview
Meaning of Mediated 
destination image
Semi-structured and Film 
elucidation
Data analysis and finding
Study 3
Study of Tourist 
understanding and 
interpretation
Study 1
Study of filmic 
representation
Study 2
Study of film production 
side and destination image 
marketer
Figure 5.1: Research framework
5.4.1. Semiotic analysis
Film is a form of popular media in which visual image is prime; it requires visual 
methods to investigate meanings of visual images and representation. Many 
approaches include compositional interpretation, content analysis, psychoanalysis 
theory, discourse analysis, semiotic analysis, photo elucidation and film elicitation. 
However, this study seeks to find meanings of images and representations in film. 
There are cine-semiotics and cinematic codes which seek to explain meanings of signs 
and images in film. Study 1 aims to interpret the meaning of film texts, and images 
presented in The Beach. It also investigates how meanings of those film texts and 
images affect the tourist destination image. Study 1 uses a semiotic analysis which 
provides a way of understanding meanings of signs in visual images and media.
91
The process of investigating meanings of sign
According to the aim of Study 1 and the concept of film semiotics, semiotic analysis 
is used to examine signs and to investigate their meanings. Rose (2001) contends that 
meanings are relational not only within the image but also in relation to other images 
and to broader mythologies, referent systems and dominant codes. Bearing the 
relationality of signs in mind, she proposes steps to explore how meaning is made. 
They are as follows:
1. Identify what signs are in the advertisement, visual material and media 
discourse.
2. Identify what they signify ‘in themselves’.
3. Think about how they relate to other signs both within the image and in 
other images by making a diagram of the movement of signifieds between 
the signiflers of an image.
4. Explore their connections to wider systems of meaning from codes to 
dominant codes, referent systems and mythologies. Also, explore the 
connections that can possibly be found in the images.
5. Then, return to the signs via their codes to explore the precise articulation 
of ideology and mythology.
Rose (2001: 91-92)
Although Rose’s five steps of semiotic analysis is a general approach to a wide range 
of cultural products and activities, it does not focus on the analysis of movies which 
entails a series of visual images arranged by cinematic codes. Hernandez Avila (2007) 
applies semiotic analysis to find the meaning of the Cold War in Walt Disney’s ‘Alice 
in Wonderland’. His process of analysis begins with identifying signs in the film. 
There are three types of signs in his study. These are visual signs which involve the 
characters and images, acoustic signs which include the verbal context or discourse 
and the music or songs and sound effects. The signification and meaning of signs are 
discussed by both paradigmatic and syntagmatic analysis.
He combines both Peirce’s model and Metz’s concept of cine-semiotics to analyse the 
film. Apart from the semiotic approach, his method entails the importance of political, 
social and economic context in analysing the meaning of signs in comparison to the
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Cold War as well as the importance of understanding the filmmaker’s intention and 
background of film production.
Both approaches provide steps to employ semiotic analysis as a research method to 
interpret meanings of visuals. Rose’s approach is generically theoretically oriented 
which can be applied to all kinds of images. Her approach requires the deeper analysis 
of sign by referring to the codes and referent systems. On the other hand, Hernandez 
Avila’s approach is a specific semiotic analysis of film in relation to a specific theme. 
Adopting both approaches, for this research an alternative approach was created based 
on the theoretical concept of semiotic analysis. The process of analysis is outlined as 
follow;
1. Identify themes and genres of the selected films
2. Identify signs in the film referring back to the cinematic codes
3. Decide what signs signify
4. Explore how they relate to other signs both within the shot and in other 
shots by making a paradigmatic diagram of the movement of signifieds 
between the signiflers of images
5. Explore their connections to the film’s theme and wider system of 
meaning from codes to dominant codes, referent systems and mythologies. 
Also, explore the connections that can possibly be found in the images.
6. Re-investigate the signs via their codes to explore the precise 
communicative messages of ideology and mythology.
There are a great number of visual signs and images in one particular film. Identifying 
filmic themes and concepts from the plot are vital in identifying signs. The alternative 
approach used here begins with the identification of themes in order for the researcher 
to explore signs in the film. The sign’s meaning in relation to other signs is explored 
by using paradigmatic analysis. Syntagmatic analysis is employed in order to 
investigate the connections between signs within the film.
Emphasis of semiotic analysis
Rose (2001) suggests that semiotic analysis requires a detailed analysis of visual 
images. Its prior focus is on the images and the understanding of how a specific image
93
is structured. The method relies greatly on a case study and lies in detailed analysis of 
elements of visual image in context. Also, it elaborates analytical terminology and 
creates careful and precise accounts of meanings of particular images (Ali, 2004). The 
investigation of meaning in relation to the social ideology, ideological complexes and 
dominant codes is also emphasised. Strong cultural knowledge and social ideologies 
are required in investigating meaning as well as the ability to grasp the connections 
between signs and their referent system.
Potential limitations of semiotic analysis
Semiotic analysis also entails methodological problems. The method depends greatly 
on the researcher’s decision in selecting a particular image to be a case study. There is 
no clear rationale for how and why the particular image is selected. Its dependence on 
the researcher’s knowledge raises the issue of whether or not the interpretation of 
signs is accurate. There is a tendency that a researcher may have preconceptions to 
select the sign dependent on their own interests and their topic of research. This can 
lead to erroneous and narrow interpretations. Moreover, semiotic analysis has a 
polysemous nature which allows different readings of a particular image. Eco (1976) 
suggests that due to the polysemous nature of signs, signs can tell lies and mislead 
meanings. Therefore, there is the possibility of misinterpretation of signs which leads 
to erroneous assumptions.
Realising these problems, the concept of tourist destination image and tourist 
practices were disregarded to reduce the preconceptions of signs. Rather, the 
researcher focused on the film itself. The cinematic codes and referent system can 
reduce the possibility of the researcher’s misinterpretation. Having discussion about 
the meanings of the film with other film viewers was considered a possible way to 
lessen the degree of subjectivity. Also the fact that Study 2 and Study 3, were carried 
out after the semiotics analysis, considered the same film, this alleviated any potential 
limitations of subjective interpretation by the researcher. The investigation of 
practices of film makers and destination image marketing in Study 2 reduced the 
degree of preconception of signs which would lead to a narrow interpretation. Also, 
the examination of tourists’ understanding in Study 3 provided dominant
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interpretations of signs. It was hoped that this would help to minimise the possibility 
of the researcher’s erroneous assumptions due to the polysemous nature of signs.
5.4.2 Semi-structured interviews
Qualitative interviews were selected for this study on the assumption that knowledge 
and data are constructed through dialogic interaction during the interviews. They may 
involve one to one interactions, one to many interactions as well as employing 
communicating equipment namely telephone or internet (Mason, 2002 and Saunders 
et al, 2003). Also, Bryman (1988), Mason (2002), Saunders et al (2003) and Sekaran 
(2003) maintain that qualitative interviews include unstructured interview, focus 
group interviews and semi-structured interviews.
The unstructured interview is considered an informal interview which offers a greater 
breadth than other types of qualitative methods. It is used in an attempt to understand 
complex behaviour, accessing individuals’ attitudes and values which cannot be 
obtained by formal questionnaires. Mason (2002) suggests that an unstructured 
interview tends to direct research gaze away from visual, spatial and observational 
social worlds. The unstructured interview is not completely unstructured (Walker, 
1985). It is often conducted as an adjunct to observation techniques which bring 
another type of data needed. However, an interviewer has to evaluate the meaning of 
data for the research problem and then use the resulting insights to verbalise questions 
that will develop the implication of these data. On the other hand, the focus group 
interview is concerned with information emerging through social interaction. It 
encourages people to speak with greater openness than they would in one-to-one 
interviews with researchers. Bryman (2008) suggests that interviewees’ arguments 
prompt more realistic accounts of what people think.
The semi-structured interview is a relatively informal style of conversation which 
allows the researcher to create a list of themes and topics to discuss with the 
respondents (Mason, 2002). The order of the questions may be varied depending on 
the flow of conversation (Saunders et al, 2003). The interview is conducted to ensure 
that the relevant contexts are brought into focus so that situated knowledge can be 
produced. The method is suitable when there is a fairly clear focus on the specific 
issues (Bryman and Bell, 2003). However, Hopf (2004) notes problems may arise
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while following themes or guidelines. The frequency of suggestive questions or 
guidelines and interpretation may disturb the flow of interviewees’ thoughts and 
ideas. Inflexibility in dealing with interviewing themes can divert attention from 
interesting and non-anticipated aspects.
As mentioned earlier in this chapter, this present research aims to obtain knowledge, 
views and experiences of the tourists’ experience and interpretation of The Beach. 
The telephone interview is not able to obtain non verbal responses. Moreover, the 
samples of Study 2 are the Thai film production companies and the government 
tourism agents. Within the time constraints, there was a difficulty in arranging an 
appropriate time to conduct the focus group. Likewise, there is less possibility to 
conduct a focus group interview in Study 3. As mentioned earlier, it is believed that 
the unstructured interview is not completely unstructured due to the research 
objectives and questions. Mason (2002) argues that unstructured interviews tend to 
direct a research gaze away from the visual which is major part of this study. 
Therefore, the semi-structured interview selected for Study 2 and Study 3 was used 
with the photo and film elicitation in order to obtain respondents’ interpretation and 
reaction to media. Creating a friendly and relaxing atmosphere for interviewing was 
aimed to ease the interviewer’s rigidity of themes and guidelines. To avoid diverting 
attention and the overlooking aspects, still photography of films were introduced into 
the interviews.
5.4.3 Film elicitation
Film elicitation involves the projection of the entire film or film sequences to 
respondents. The method generates insights and understanding that may be missed by 
other methods (Banks, 2001). Denzin (2004) maintains that a film offers a set of 
images which are interpretations of the real. Film presents a vocabulary and framing 
devices which mediate and define reality for the viewer. Film elicitation is able to 
encourage the respondents to express their opinions and understandings of reality 
presented in film. It also allows them to compare their actual experiences with 
imaginary ones in film which is an essence of Study 3.
Banks (2001) suggests the main problems of using this is the time constraint of 
presenting the whole film to respondents and the emergence of irrelevant issues.
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Acknowledging these problems, in the process of interviewing, respondents who had 
not seen the film were supplied with the DVD of the film to watch before arranging 
the interview. It was hoped that this would reduce the interviewing time. The key 
messages and themes of the interviews were developed from the findings of Study 1 
and Study 2. They were also used as criteria for selecting film sequences used in the 
interviews. By selecting sequences it was hoped to minimise irrelevant issues that 
may have arisen in the course of the interview.
5.5 Sampling strategies
Sekaran (2003) maintains that there are two types of sampling design: probability and 
nonprobability. Each of these two major sampling designs entails different sampling 
strategies. The rationale for employing each individual design also depends on the 
extent of generalizability desired, the demands of time and other resources, and the 
objectives of the study. Probability sampling is applied when elements in the 
population have a known chance of being chosen as subjects in the sample. This 
sampling design is mostly associated with the survey-based research when the 
inferences from the population are required. It is not recommended in the case of a 
population of fewer than 50 cases (Saunders et al, 2003). It is suggested that this 
sampling design is best suited where the population frame is identifiable (Churchill 
and lacobucci, 2005). It is suggested that probability sampling is less used in 
qualitative research as the representative sample may not be able to offer the 
complexity of the social phenomena.
With non-probability sampling, there is no way of estimating the probability or the 
chance that any population element will be included in the sample. Therefore, there is 
no way of ensuring that the sample can be representative of the population. Non­
probability sampling relies on the researcher’s subjective judgement (Saunders et al, 
2003 and Churchill and lacobucci, 2005). It does not allow for the construction of a 
sampling distribution. Also, Descombe (2003) contends that non-probability sampling 
emerges from the idea that the research process is one of discovery rather than the 
testing of hypothesis. This approach provides a foundation for the distinct approach to 
sampling which characterises qualitative research.
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Within the research framework, whilst Study 1 sought to investigate meanings of The 
Beach which were selected with the established criteria, Study 2 and Study 3 involved 
the investigation of people’s insight and nuance. Sampling strategies were required in 
both studies. The sample for Study 2 was relatively small and specific. On the other 
hand, in Study 3, it was difficult to identify the population frame. Both studies include 
‘special instances ’ which allowed the researcher to get ‘maximum variation in data 
that were collected (Descombe, 2003: 26). Therefore, non-probability sampling 
strategies were employed in both Study 2 and Study 3.
Study 2 required that the sources of knowledge were the film makers, film location 
companies in Thailand, and government agencies who were responsible for 
destination marketing and promoting the destination for international film makers. A 
purposive sampling strategy was used. This sampling strategy is useful for research 
that focuses on the investigation of ideas and insights which are a rich data source. On 
the other hand, for Study 3, tourists who had seen the film, The Beach and had been to 
Thailand were considered as sources of data. However, it was not possible to identify 
the tourists until their actual visits were known. The study used convenience sampling 
which involved selecting members of the population who were conveniently available 
to provide information for the study (Churchill and lacobucci, 2005). As a minimum 
they needed to have seen The Beach and have been to Thailand.
5.6 Operating the research
The researcher conducted the interpretation of The Beach and the field work both in 
Thailand and in the UK according to the methodological context and the research 
strategies discussed in the previous sections. This section explains how the research 
was carried out for Study 1, Study 2 and Study 3. This includes the data collection, 
methods, the data analysis and the presentation of findings.
5.6.1 Study 1: Semiotic analysis of The Beach
This part of the chapter includes the semiotic analysis of The Beach. It discusses 
background to the publicity of The Beach, its plot synopsis the semiotic analysis of 
the publicity of The Beach and the analysis of the film using the semiotic analysis as 
the research method.
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Metz (1978) suggests that there are five channels of information in film: visual 
images, print and other graphics, speech, music and environment sound (soundtrack). 
The visual images, speech, music and environment sound are put into the scene and 
transmit the meaning to the whole film. The print and other graphics carry signs and 
meanings of the film which can be understood on their own. Taking Metz’s 
suggestion, the researcher commenced the semiotic analysis of the film by 
investigating signs in the publicity which were believed to be the guidelines of the 
semiotic analysis of the film. The process of semiotic analysis is illustrated in figure 
5.2.
Dominant
signs/
concepts
2. Analysis of 
images in the 
film
1. Analysis of 
DVD cover and 
Film poster
Interpretation and meaning of  
signs /Concepts o f tourism
Syntagmatic
shots
scene
sequence
Paradigmatic 
analysis o f  
setting 
Characters 
People
Figure 5.2: The semiotic analysis o f film
The first step of the semiotic analysis of The Beach was to look for images and texts 
which carry signs in the publicity of the film. It was believed that visual signs and 
texts in the publicity would be the indicators of dominant signs in the film. A list of 
dominant visual signs and themes was made to provide the platform of the analysis of 
the film.
Having investigated the publicity, the researcher watched the film repeatedly in order 
to examine dominant signs and its signiflers in the film. At this step, Metz’s (1978) 
concept of the semiology of cinema, Wollen’s (1974) signs and meanings in cinema 
and Monaco’s (2000) concept of film language were used. The researcher analysed 
the film genre and themes which were believed to provide the meanings of the whole 
film and the indicators of dominant signs. The next step was to examine film elements
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namely storyline, setting (scenery), cinematography and characters (film stars) and 
their meanings. As discussed in Chapter 3 (3.5.3. page 50), film elements provide the 
understanding of how film signs are produced in order to make meaning. The 
researcher analysed each element as well as how they were put in to the film. The 
analysis of film elements prompted signs and their meanings. These meanings were 
derived from the paradigmatic pattern of signs.
Background to the film production
The Beach was shot in 1999 and was released in 2000 until 2001. It was directed by 
Danny Boyle and produced by 20th Century Fox with a budget of around US$ 50 
million. The film is based on Alex Garland’s (1996) best selling novel. The film stars 
include the famous Hollywood idol, Leonardo DeCaprio. It was first released in the 
US and UK on 11th February 2000 and in Japan and Australia in April 2000. The film 
was not a box office success earning US$ 39,785,028 worldwide (Grihault, 2003).
The production of the film was mostly based in Thailand as is described in the novel. 
The Phe Phe Lae Islands located in Haad Nopparatara Natural Park were selected as 
the location. The island on which Maya beach is located is said to be one of the most 
beautiful islands in the Pacific (Cohen, 2005). Therefore, it is the idealistic location 
for filming. The producer asked the Thai authorities for permission to make some 
temporary minor alterations on the island in order to bring it closer to the Western 
stereotype of an idyllic, tropical island paradise.
The alteration of Maya beach led to environmental protests against the production of 
the film. Cohen (2005) states that the initial opposition to the project was not 
motivated by the filming itself but by the damage that the minor changes might cause 
to Maya Beach. The changes proposed by the film producer were blamed for causing 
changes in the beach’s eco system. Bulldozers were used to widen the area covered by 
sand in order to shoot the soccer game scene. Some 60 coconut trees were imported 
and planted on the beach to achieve the image of tropical paradise. Then, the pre­
existing vegetation was removed. The protesters argued that such actions conflicted 
with Thailand’s National Park Act. The campaign against filming The Beach reached 
its peak when the film company offered a gift of 4 million Baht (approximately
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US$200,000) to the Royal Forestry Department. The gift was seen by the protesters as 
a bribe.
Forsyth (2001) suggests that the project involved environmental damage, corruption 
and high handed action by the state, as well as the violation of Thai laws by foreign 
companies. The protesters carried on the campaign against the filming until the 
filming project finished. There was also a boycott of the film when it was released 
worldwide. It is believed that this is one reason why The Beach did not succeed in 
earning money worldwide.
Plot synopsis
The Beach is an autobiographic story of Richard (Leonardo DeCaprio), a young 
American backpacker whose horizon is limited by computer games and internet 
surfing. The scenes and incidents in the film are narrated and critiqued from Richard’s 
view point. Being young and eager to learn about life, Richard desires to travel to an 
exotic country in order to widen his horizons. He chooses Thailand as his holiday 
destination. When Richard arrives at Bangkok, he follows the conventional 
backpackers’ travel style which includes staying in a cheap locally owned guesthouse 
in Khaosan Road, experiencing the nightlife and city adventure and exploring the 
beautiful beaches in the south of the country. On his first night staying in the cheap 
guesthouse in Khaosan road, Richard meets Françoise (Virgenie Ledoyen), a French 
girl. Richard is impressed at first sight by the beauty of Françoise. But his fantasy 
romance is broken when he learns that she is with her French boyfriend, Etienne 
(Gillume Cadet).
Spending a couple of days in Bangkok, Richard finds that the track he is following is 
not what he really wants for this journey. He longs for an idyllic place where he can 
avoid the crowds of tourists. One night in the cheap guest house, he meets a lunatic 
Scottish man, Daffy (Robert Carlyle) who tells him a story of a paradise beach on a 
mysterious island in the South of Thailand. Richard is given a map to the secret island 
by Daffy who is later found dead in his room. The mysterious death of Daffy 
enhances the mystery of the paradise island. Richard is fascinated by the story of the 
beach referred to Daffy and desires to find it. As a lone traveller, Richard is reluctant
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to find the lost paradise by himself. He invites the French couple to join him on his 
journey to the mysterious island in the south of Thailand. The three backpackers start 
their journey from Bangkok to Samui Island in the south of Thailand where they stay 
overnight to rest before continuing to the mysterious island. On Samui Island Richard 
makes friend with Sam and Zeph, another two Americans. Sam and Zeph are also told 
about the secret island where tourists can find plenty of dope. They mention that the 
island is located in the Marine National park. Richard gives a copy of the map to Sam 
and Zeph.
The adventure journey to the secret beach begins on the next day. The three travellers 
are welcomed to join the beach community led by a strong woman, Sal (Tilda 
Swinton) who finally destroys Richard’s copy of the map because the Beach must be 
kept secret. The newcomers find the beach community an idealistic tourist resort 
where people live in harmony with nature. There is always sunshine, people’s smiles, 
and beautiful flowers. Richard develops his confidence as well as his identity in the 
community. Whilst enjoying his new identity, Richard is unknowingly losing his 
innocence.
Turning the paradise into paradise lost is heralded by Richard’s reunion with Sam and 
Zeph in the bar followed by external threat, the invasion of a shark which causes the 
death and injury of two community members. The community simply removes this 
unpleasantness by moving the injured member from the community and leaving him 
to stay in a tent in the jungle. The real threat arrives with Sam, Zeph and other 
travellers signifying the inflow of mainstream tourists to the paradise. Richard is 
ordered to stop them and to destroy the second copy of the map. While engaging in 
this mission, Richard blends himself with the natural environment and local farmers. 
The invaders are killed by the cannabis guards. Richards foresees the destiny of the 
community and decides to run away with his companions. However, they are arrested 
by the local farmers. The farmers force all beach community members to leave the 
island. Everyone decides to leave except Sal who claims that she belongs to there. 
Richard returns to his familiar modem world where people spend free time in the 
internet cafe. Then, he receives a photograph of the beach life from Françoise. The 
photograph reminds him a beautiful beach and the happy life that he will remember 
forever.
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Semiotic analysis of the DVD cover and movie poster
According to Metz (1978) and Monaco (2000), the DVD cover and the movie posters 
carry still images which play important roles in promoting films as well as suggesting 
the film genre, themes and plots. Therefore, the analysis of the DVD cover and movie 
poster was conducted to provide and concepts that are presented in the film.
The DVD cover and the film poster of The Beach were produced in various versions. 
Since The Beach was released in 2000 and 2001, by the time this study was 
conducted, the original print materials of the film were limited. The DVD cover and 
film poster used as visual materials for this study are versions that were still available 
in DVD stores and movie websites.
The semiotic analysis of the DVD cover
The Beach's DVD cover shown in figure 5.3 includes two dominant images which are 
the movie star and palm leaves. These two images are vital signs which signify the 
genre, and themes of the film as well as reflect the location of the film. The DVD 
cover has a large image of Leonardo DeCaprio who plays the central role in the film. 
As outlined in the review of the literature, movie stars play essential roles in the 
movies. The stars become a part of film commodity. It is said that the presence of a 
star image can attract audiences (Dryer, 1991). The image of DeCaprio on the DVD 
cover is intended to attract a group of his fans, mainly teenagers and young people, 
worldwide. He was one of the stars in Hollywood’s highest-grossing film at all time, 
Titanic, which also won eleven Academy awards including Best Picture. As a result 
of Titanic, he became a Hollywood superstar, admired by teenagers worldwide. His 
performance in role of Jack Rawson in Titanic and the success of the film meant that 
DiCaprio’s image was used almost to guarantee the quality of the performance in the 
film. His image on the cover is part of a marketing tool to promote the film aimed to 
attract his fans and his admirers from his previous films.
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Figure 5.3: The Beach DVD cover
DiCaprio also carries the image of a young and passionate lover from his previous 
films such as Romeo and Juliet (Luhman, 1997) and Titanic (Cameron, 1998). This 
image fits in with the character of Richard in this film. The young and energetic 
character of DiCaprio on the cover implies the adventure of a young man in a 
mysterious environment. The position of DiCaprio combined with the sun’s rays in 
the darkness implies the idea o f enlightenment as well as the concept of searching for 
a way out. The picture on the cover suggests the concept of human alienation in an 
unknown environment.
The image of DiCaprio also contains aspects of wildness by revealing his half naked 
body with a tribal like necklace. His naked body conveys something primitive 
connoting a basic instinct to survive in an inhospitable environment. The concept of 
human nakedness is considered conventional in Hollywood adventure and drama 
movies such as Lord o f  the Flies (Brook, 1963 and Hook, 1990). The DVD cover of 
the Lord o f  the Flies in figure 5.4 also involves the image of half naked boys in hostile 
surroundings.
Palm leaves presented in silhouette enhance the inhospitable atmosphere of the 
location where the story takes place. The dark leaves reflect the dark side of
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DiCaprio’s image. This corresponds to the passion, eagerness and madness revealed 
in DiCaprio’s face. Also, the image of these leaves connotes tropical beach flora. 
They signify the pristine beach paradise which is always used as the illustration for 
Paradise Islands in travel brochures. The palm leaves are also related to the concept of 
an uninhabited island in the east where stories of adventurous exploration and thrills 
take place. The palm trees enhance the ideas of isolation, excitement, and establishing 
of a new tribe as can be seen in films such as Lord o f  the Files, and Robinson Crusoe.
Figure 5.4: Lord o f  the Files DVD cover
The selection of the colours has a double function for the film. First, the colours 
suggest the dominant feeling of the film. The cover is coloured dark brown, maroon 
and orange. These are considered hot colours which signify the passion and thrilling 
element of the film. Secondly, the unnatural colourations imply the theme of the 
perversion of human nature and the natural environment which is the theme that is 
often used in thriller and adventure movies such as Lord o f  the Files and its DVD 
cover also contains the same combination of colours. Also, the unnatural colouration 
connoted the attempt of human beings to control nature which is considered another 
theme of the film.
Further, these themes are highlighted by text. There are three significant items of texts 
on the cover. First of all the name of DiCaprio is at the top. DiCaprio’s name 
underpins his sign as movie star and entails commercial signification as it is the
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guarantee of the quality of performance and action in the film. His image enhances 
the concepts of adventure and passion. A second piece of text is the title of the film, 
'The Beach ’ which corresponds to the images of palm leaves. The beach itself carries 
the idea of travelling for holidays and summer vacations as well as the idea of being 
cast away on a desert island and establishing a new community.
Taking Hall’s (1997) and Barthes’s (1977) notion of the inter-textuality that image’s 
meanings accumulate across different texts, ‘where one image refers to another or has 
its meanings altered by being read in the context of other images’ (Hall, 1997: 232), 
the image of a beach in 'The Beach ’ DVD covers refers to idyllic tropical beaches in 
any number of travel brochures. However when it appears with the dark and hot 
coloured image, it creates a new meaning. In this context, the beach creates the 
concept of establishing a new community or new tribe as well as the journey which is 
full of passions and the dark side of human beings. The tagline Innocence does not 
last forever’ suggests the major theme of the film. It underlines the idea of the 
perversion of human nature and moments of enlightenment which are connoted by the 
combination of colours and DiCaprio’s image.
The semiotic analysis of Movie Poster
Movie posters are print materials of the film that also transmit messages to the 
different segments of audience. Posters attract the cinema goers who visit the cinema 
and who intentionally find information from the movie posters.
The Beach's movie poster in figure 5.5 also carries visual signs and texts which entail 
meanings of the whole film. The poster of the film, depicted in montage style, 
signifies themes and actions of the film. The poster comprises the image of DiCaprio 
as the movie star engaged in gazing at something and the picture of the beach which is 
the supposed object of his gaze. The poster also contains signs that reflect the 
meaning of the images. The representation of the images on the poster is an extension 
of those on the DVD cover. To avoid repetition, this section is confined to an 
interpretation of the additional visual signs in the poster: the extension of the beach’s 
image and another version of the tagline.
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L E O N A R D O  D I C  A P R i  O
Figure 5.5: The Beach's Movie Poster
The idyllic beach now contains a picture of coconut palms standing as landmarks on 
the white sandy beach and the transparent blue sea. The silhouette palm leaves in the 
DVD cover are revealed in the poster as leaves of coconut trees. The beach image is 
projected in a perspective shot. The perspective image denotes a far distance for the 
viewer. It also connotes that the beach is located in an exotic and mysterious region. 
The picture of the beach captures the tourist imagination and the reality of the place. 
The tourist imagination of the beach as a holiday destination is parallel to the paradise 
beach where it is peaceful, full of sunshine, with a white sandy beach, and coconut 
trees which symbolise exotic and faraway destinations. Crouch et al (2005) suggests 
that tourists have their own imagination of a utopian world cut off from their everyday 
life. The close up shot of DiCapio’s image implies the strong desire and the 
determination to find the utopian. The Beach's movie poster becomes the visual 
reflection of the potential utopianism in the tourist imagination.
Although the images in the poster do not carry signs of reality, the text on the poster 
stating that ‘Somewhere on this planet it must exist’ provides the emphasis on the 
existence of the image of the beach as well as one’s desire to find it. The text conveys 
the ideas of secrecy, and mystery. It leads to the concept of the myth of the place that 
tourists have been told about. The myth of the place is also related to the actions of 
exploration and adventure in order to find it. The tagline connotes the theme of the
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pursuit of a utopian world which is different from the theme revealed in the DVD 
cover.
The colours in the poster are more natural. There are three categories of colours. One 
is the set of bright colour which are used to illustrate the image of the beach. The 
beach is depicted in mainly white and blue. The white colour symbolises the purity of 
the place. The blue colour of the sky and the sea signifies freedom and liveliness. The 
combination of the two bright colours in the image of the beach is compatible with the 
concept of utopianism and paradise. The other set of colours is the dark ones mainly 
depicting the image of DiCaprio. The dark contrasts with the brightness of white and 
blue and a more corrupt world. The last set of colours is the hot colours used in the 
title of the film: The Beach. This is the same combination of colours used in the DVD 
cover. The hot colours signify passion and desire. The convergence of contrasting 
colours in the poster results in the development of conflicts between the utopianism 
and the corrupted world as well as the conflict between the beauty of nature and the 
darkness of the human mind.
The visual signs in the poster are depicted in the paradigmatic convention. The image 
of the bright and beautiful beach and the dark image of the movie star are depicted to 
suggest a series of conflicts which include the conflict within the human mind, the 
conflict between the purity and corruption and the conflict between the utopian world 
and reality.
Conceptual analysis of The Beach’s print media in a tourism context
The semiotic analysis of print media for The Beach leads to an understanding of the 
meaning of the images and the brief story of the film. The signs on both the DVD 
cover and the poster contain the concept of the tourist imagination of the holiday 
destination and also the concept of tourist practices and the reality of the tourism 
destination.
First, the tourist imagination of the holiday destination is mainly presented in the 
movie poster. The image of the beach suggests that the tourists, especially western 
young travellers have an imagination of the idyllic beach in a far away land. Their 
concept of the destination is an isolated island where they can escape from tourist
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crowds and their everyday life. The image of the beach suggests the utopianism in the 
tourist imagination. The Utopia that the young travellers desire to discover not only 
includes peaceful and pristine attributes but also entails excitement and adventure.
However, it is essential to be aware that the print media also affects the tourist 
imagination of the destination where the film was shot. The representations of the 
destination image on The Beach's poster and the signs on the DVD cover enhance the 
tourist imagination of the location of the film. Therefore, Thailand as the location is 
understood as the country where the pristine and utopian island is hidden. It suggests 
Thailand as the holiday destination in alien territory where young western tourists can 
find adventure and excitement in the exploration of the place.
The concept of tourist imagination relates to the expectation of tourist practices at the 
destination. Crouch et al (2005) suggest that individual tourists always refer back to 
their own imagination. The tourist also imagines the activity at the destination. The 
tourist practices at the destination in the print media are represented by the character 
and image of DiCaprio. DiCaprio carries the image of a young traveller, full of 
energy, passion and desire. Referring back to the review of Film elements (see 3.5.3 
page 45-48), it is suggested that while gazing at the movie star, the viewers develop 
an identification with them (Monaco, 2000 and Hayward, 2006). Hence, DiCaprio’s 
dominant character enhances the viewers’ expectation of having adventure and 
excitement (energy), and passionate love (passion and desire).
The other concept of the tourist destination emerging from the semiotic analysis of 
film print media is the awareness of the real attributes of the tourist destination. There 
are signs that signify that the undesirable and perverted aspects of the destination 
already exist in the place. These aspects are signified by the dark image of the palm 
leaves and dark coloured atmosphere of the print. These signs connote that the 
beautiful and pristine place also contains primitiveness and savagery. Further, some 
unpleasant attributes of the tourist destination are caused by the coming of tourists. 
The image of DiCaprio as the young traveller is always depicted in dark and hot 
colours which symbolise passion, desire and the perversion of the human mind.
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Both items of film publicity involve a reciprocal relationship between the tourist and 
the tourist destination. The place’s attributes may affect the tourist’s behaviour. Being 
on holiday in a far away destination, tourists tend to do what they cannot do in their 
normal home. The environment in the tourist destination also encourages tourists to 
reveal their own identity that they do not realize when they are at home. Likewise, the 
existence of tourists affects the destination. The tourists bring their own passions, 
desires and life styles to the place. These characteristics create conflicts among them 
and they lead to the alteration of the destination’s attributes.
The semiotic analysis of the print media of the film provides an introduction to the 
dominant signs and the concepts of tourism and tourist destinations. Dominant signs 
from the print media are stars, and location or setting of the film which bring the 
concept of tourist imagination and reality of tourism and the destination. These signs 
and concepts are discussed further in the analysis of the film in the next section.
Semiotic analysis of The Beach and the representation of Thailand
The semiotic analysis method used in this section is based on the theory of film 
semiotics and the theory of reading and understanding the image in film. The 
paradigmatic analysis which focuses on investigating meaning in the pattern of 
opposition in images, shots and scenes in the films is applied. Moreover, syntagmatic 
analysis which emphasises comparing shots in relation to the structure of the film is 
employed in order to conceptualise meanings of signs for tourism and the destination.
As explained in the framework of the analysis, this section contains an extended 
discussion of signs and concepts in the film’s print media as well as analysis of the 
film elements. The researcher conducted the analysis of the film location and 
cinematography, the characters (the film stars) and storyline within the context of the 
tourism. Some shots and scenes containing images of settings and locations, the major 
movies stars and characters are captured in still images in order to illustrate and to 
support the analysis.
Film locations and settings
The analysis of settings and locations in the film is conducted according to the 
journey of Richard, who is the main character and also represents the tourist. He starts
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his journey from Khaosan Road in Bangkok continues to Samui Island and from 
Samui Island goes to the secret island in Marine National Park and Pha-Ngan Island. 
The sequence of his journey can be seen in figure 5.6. (also see maps of film locations 
in Appendix B)
The semiotic analysis of scenes containing locations and settings provide three 
concepts which are developed by the portrayal of opposite signs: the conflict between 
utopianism and the reality of tourism in Thailand, the tourist practices and their 
impacts on the destination and the representations of the tourist destination in the film.
2. Transit Region 
Samui Island 
(Destination for 
Mainstream tourist)
1. Starting point 
Khaosan Rd. 
Bangkok
3. Destination 
Secret Island in 
Marine National 
Park
Richard’s Route 4. Alternative 
destination 
Pha-Ngan IslandMainstream tourists’ route
Figure 5.6: Richard’s journey and mainstream tourist’s route
As far as the tourist imagination is concerned. The film shows that the tourists create 
their own imagination of holiday destinations from word of mouth. The stories of the 
places from the tourists who claim that they have already been there are more 
convincing than other sources of information. The tourists develop their own 
imagination from the stories or myth of the place. Crouch et al (2005) suggest that the 
utopian aspiration is suggested by the vision of a world re-formed in the illustration of 
the media or tourist promotion of the idyllic place. However, it is not necessary for 
the tourists to have their imagination of the place from the media they consume before 
they select their holiday destination. The portrayals of Khaosan Road and Samui 
Island (see figure 5.7) in the film connote that the tourist imagination (Richard’s 
imagination) can be formed at the actual destination. These two places are chaotic,
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unhygienic and create an unpleasant atmosphere which inspires the tourist’s desire to 
find Utopia.
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Figure 5.7: Khaosan Road, Bangkok
In the context of the film, tourists’ utopia relates to the concept o f Mulvey’s (1989) 
concept of escapism from the real world. Film provides audiences with the pleasure of 
escaping from the real world to the world in the movie. On the contrary, in The 
Beach, watching the real world, which is real tourism practices in Samui Island and 
Pha-Ngan Island, the tourist, represented by Richard, struggles to escape from reality 
(see figure 5.8). He builds his individual Utopia upon the words of Daffy. Therefore, 
the Utopia or the paradise of the tourists is depicted in bright and light colours in 
figure 5.9. On the other hand, the real tourism world is portrayed in dark and gloomy 
colours. These contradictory signs are also developed in the section about characters 
and people.
Secondly, the representation of Thailand as the location of the film conveys tourism 
practices and their impacts on the destination. The tourism practices in Thailand can 
be classified in relation to the tourist destination. They are the conventional tourist 
practices in the existing tourist areas and the alternative tourist practices in the secret 
island. Likewise, there are paradoxical signs in the location that indicate tourist 
practices. They are always depicted within the same shot. The conventional tourist 
practices in Thailand are revealed in scenes of Khaosan Road, Samui Island and Pha- 
Ngan Island. The places are represented as chaotic, and overcrowded with tourists.
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Figure 5.8: Samui Island
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Figure 5.9: The Secret Island
These places are open to all kind of tourists with no restrictions. The massive number 
of tourists causes a deterioration of the natural environment the place. This type of 
tourist wants to experience the exotic attributes of the places. However, they still need 
the western facilities with which they are familiar in their home town. Therefore, the 
host people try to supply tourist facilities according to their own understanding. This 
results in the chaotic, disorganized and overcrowded tourist areas.
The location of the secret beach is remote and hidden which represents the 
segregation between the mainstream tourist area and the unspoiled. The route to the 
beach implies the same track as the conventional tourists. The trip entails various
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kinds of transport including swimming. These activities create the sense of adventure 
and excitement. On the secret beach, there is nothing alien to the natural environment 
of the place. However, the cannabis field which symbolizes the extreme pursuit of 
pleasure and freedom exists on the island. The pursuit of pleasure and freedom share 
characteristics of both practices. The scenes portraying the conventional tourism 
practices denote that the conventional tourism practices bring about degradation of the 
destination. On the contrary, the alternative tourism practices cause little impacts on 
the beach. However, the film suggests that the tourist activities on the secret beach are 
not different from the Samui Island and Pha-Ngan Island. The only difference is small 
the number of tourists on the beach.
The film setting and props represent the cultural and physical attributes of the country. 
The representations of Thai culture are revealed in scenes of Khaosan Road, Bangkok 
and the Samui Island. Thai culture is dominated by Buddhism which is signified by 
the Buddha image in figure 5.10. Buddhism is embedded in Thai culture represented 
by the Buddha image and the simplicity of life. Thai culture is depicted as a 
combination of Buddhism and in superstitions. The simplicity of the Thai way of life 
is reinforced by the poverty and barbaric sequences of Khaosan Road (figure 5.10 and 
5.11), and Samui Island (figure 5.8). However, the representation of Thai culture in 
the film overstates the image of primitiveness but understates the importance of 
Buddhism in Thai culture. The barbaric and primitive attributes dominate the cultural 
identities.
Physically, Thailand is represented as a country where there is a diversity of natural 
resources, for instance beaches, waterfalls and jungles. Although many tourist places 
in Thailand have been exploited by the tourism industry, the film implies that there 
are also unexplored regions in Thailand such as the secret island. The undiscovered 
place in Thailand is represented as a pristine, but mysterious area. Thailand is a 
country of conflicts between two characteristics: serenity and chaos. These are re­
presented by a polluted and corrupted overcrowded area such as Khaosan Road and 
Pha-ngan Island and the peaceful and unspoiled beach of the secret island.
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Figure 5.10: Reclining Buddha image in Bangkok
Figure 5.11: Cobra snakes representing a barbaric element of Thai culture
However, these representations of Thailand are structured by the main character, 
Richard a young American traveller who has limited interest in oriental culture. 
Besides, the representations o f Thailand in the film are framed by the Hollywood 
concept of paradise and the exotic country. The next section investigates the 
representation of the characters which are related to the location.
The Characters and People in The Beach
The characters and their actions in the film carry signs to communicate to the 
audiences. The characters of The Beach represent two groups of people and their roles 
in the tourist destination. One is a group of international tourists played by Hollywood 
movie stars. The other is a group of local people played by Thai movie stars and other
local people. The film portrays the characters of the tourists at the destination as well 
as the characteristics of Thai people from a Western point of view. This section 
begins with an analysis of the characteristics of tourists in Thailand. The 
characteristics of the local people are analysed in the last part.
There are six main characters in The Beach namely Richard, Etienne, Françoise, 
Daffy, Sal, Sam and Zeph. Each character has a different personality that is 
represented by the movies stars. The appearances and images of the movie stars must 
relate to the character that they play. Since The Beach involves a story of tourists who 
search for the secret island in Thailand, the characters represent characteristics of 
tourists in the destination. This section investigates the meanings of the film 
characters. The characters and their roles in the film connote two concepts of tourist 
practices in Thailand which are the contradictory concepts of tourists and their 
relationship to the local people.
Contradictory concepts of tourists in Thailand
The characters of The Beach represent two contradictory types of tourists in Thailand. 
First, the mainstream tourist is represented as the majority of group of tourists. Their 
motivation to visit Thailand is to consume all kind of physical pleasures that are 
already set for tourists. Jokinen and Viejola (1997) define this type of tourist as one of 
the post-modern types. The tourist symbolises the need for safety, pleasure, home and 
facilities. The definition of this type of tourist is echoed by Richard’s comments on 
the tourists he sees in Khaosan Road, ‘... the only downer is that we all have the same 
idea. We travel thousands o f miles just to watch TV and check into somewhere with 
all the comfort o f home. We gonna ask ourselves. What was the point o f that?'' The 
mainstream tourists are blamed for making the place crowded and for the loss of its 
beauty. As they want to have all kinds of pleasure with the need to be safe and to have 
homely facilities, the suppliers in the tourism industry develop western facilities to 
please them. The development of the facilities destroys the beauty and the charms of 
the destination. There are scenes in Samui Island and Pha-Ngan Island depicting 
beaches with colourful parasols and beach chairs.
Moreover, the mainstream tourists are compared to Bastard parasites, viruses. A big 
chunky Charlie eating the whole fucking world’. The metaphors of mainstream
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tourists underpin the destructive aspect of this type of tourist. They come to the 
destination only to have pleasure. They are in every tourist place and they come in 
large numbers. Bangkok, Samui Island and Pha-Ngan Island are major tourist places 
where the mainstream tourists stay and destroy the peacefulness of the place. 
Nevertheless, the mainstream tourists may not be as destructive of the place as seen 
by Richard and Daffy. They become a part of the major tourist destinations such as 
Bangkok. Their existence in the tourist places creates the touristic atmosphere of the 
place as well as enhancing the existence of what Law et al (2007) call the anti-tourist 
traveller.
The other type of tourist is represented by Richard, Sal, and Daffy who consider 
themselves as strangers and adventurers (Jokinen and Viejola, 1997). The strangers 
and adventurers are people who aim to leave the consistency of everyday life. Their 
major motivation of travel is to escape from the mundane and banal world which is 
represented by the world of conventional tourists. The stranger and the adventurer 
desire to find the alien, untouchable and extraordinary destination. Therefore, they 
have to conduct the exploration of the new place. They are not tourists in that they do 
not involve the tourist industry. However, they are involved in the consumption of 
place. Their concept of stranger and adventurer is similar to Law et al’s anti-tourist 
traveller.
The differences between the conventional tourists and the anti-tourist traveller are 
their motivations. They want something new and adventure. They do not require 
safety or homely facilities. On the hand, engaging in search of something 
extraordinary and untouchable, they create the tourist district and end up doing the 
same activities as the conventional tourist. The Beach implies the failure of the anti­
tourist traveller who attempts to resist the conventional tourists in the final scene in 
which The Beach community collapses. The film in fact suggests that both tourists 
and anti-tourists are similar to each other. They both are invaders, consumers of a 
place who spoil the beauty of the secret beach. Both are forced to leave the secret or 
forbidden paradise.
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The Relationship of host and tourist in the tourist destination
The depiction of the local people in the film conveys the concept the host and guest 
relationship in the tourist destination. The film portrays two types of local people who 
are considered hosts to the tourists. The first group is friendly and hospitable local 
people represented by the Thai women who engage in the tourist industry. These 
women are presented in the stereotype of Asian woman who are fairly dark and slim. 
The portrayals of the local women connote their poverty and inferiority in comparison 
to the tourists. They do not resist the flow of tourists at the destination. On the 
contrary, they embrace the advantages of the tourism industry that provides them 
employment.
On the other hand, the local Thai men represented by the local farmers in the island 
are hostile and aggressive to the tourists. They are portrayed as barbaric and violent. 
The local Thai men create their own territory which excludes the tourist area. They 
are aware of the existence of the tourists in the country but they do not interact with 
them. The relationship of the hosts and the tourists depends on the place where they 
meet. In the tourist area namely Khaosan Road, Samui Island, and Pha-Ngan Island, 
the local people are friendly, gentle and humble to the tourist. On the other hand, in 
the non-touristic area such as the secret island, there is a resistance of tourists to their 
territory.
5.6.2 Study 1: key findings
The visual signs in both DVD cover and movie poster connote that there are two 
fundamental signs which derive from the characters and the location in the film. One 
is the concept of the tourist imagination of the idyllic and beautiful beach which is 
hidden in a faraway destination. The other is the concept of the reality of the tourist 
destination and its attributes. The signs in the print media connote the conflicts 
between the tourist imagination and the real tourist destination. These two concepts 
are relayed throughout the film in terms of conflicts.
The semiotic analysis of the film is based on paradigmatic and syntagmatic analysis. 
The paradigmatic analysis involves analysis of relationship between signifier and 
signified in signs and how they convey meanings. On the other hand, the syntagamitic
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analysis is based on the construction of meaning in relation to the plot. Employing 
these patterns of the analysis, dominant signs in The Beach relay the conflicts between 
the utopianism (tourist imagination) and the actual practices of tourism (reality) in the 
destination. These conflicts are represented by opposite signs. For example, the idyllic 
beach is portrayed in an opposite light to the overcrowded tourist areas such as 
Bangkok and Samui Island. Thailand is represented as a country of contradictory 
characteristics. The country comprises both the Buddhist culture which is embedded 
in people’s way of life and the superstitions. Likewise, in terms of the tourism 
resources, the country has both beautiful unspoiled natural resources and decaying 
tourist resources.
Also, the characters of the film signify different concepts of tourist practices. One is 
the individual utopianism which is parallel with escapism from the banal and 
consistent everyday life. The concept is reinforced by the characteristics of the 
tourists on the secret island. The other is mainstream tourist practices in Bangkok and 
Pha-Ngan Island. The reality of tourist practices in the destination is portrayed as anti­
utopianism. The representations of the actual tourism practices and the destination in 
the film connote the deterioration and corruption of tourist places.
The film also connotes the relationship between tourist and the local people. It 
suggests that the tourists are not welcome by the locals. This links to the 
representation of local people as a part of the country’s attributes and also conveys the 
oppositional characteristics in relation to genders. Thai women who engage in the 
tourist industry are portrayed as friendly, hospitable and humble. On the contrary, 
Thai men are depicted as aggressive and violent. They have tendency to resist the 
arrival of tourists at the destination.
5.6.3. Study 2: The Beach and Thailand’s image: the film production 
companies and the tourism government agents’ perspectives
Study 2 examines the local film production companies’ conception of using Thailand 
as a film location and how the destination is mediatised and marketed. Also, it aims to 
investigate the image of Thailand from the perspectives of the local film production 
companies whose jobs are finding the locations for international films and the
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government tourism agents who market the destination. This section discusses the 
sampling strategy, negotiating access to samples, data collection and data analysis.
Sampling strategy
The sampling strategy used in this study is purposive sampling as discussed in the 
previous section. With purposive or judgemental sampling, the sample elements are 
hand-picked because it is judged that they can serve the research objectives. The 
samples are assumed as being representative of the population. This is useful for 
exploratory research which focuses on the investigation of ideas and insights which 
are considered a rich data source. It limits the generalisability of the findings although 
the samples are considered experts who are conveniently available. This technique 
requires special effort in locating and accessing the individuals who have essential 
information (Sekaran, 2003). Since the study seeks to gain knowledge from people 
involved in the production of The Beach and destination marketing, homogenous 
sampling is used. This focuses on a particular subgroup, for instance subjects of the 
sample are similar. It is believed that this technique permits the researcher to study the 
group in a great depth (Saunders et al, 2003).
After deciding the sampling strategy, the researcher set up criteria for identifying 
potential respondents. Respondents had to be from local film companies and 
Thailand’s government tourism agents. It was very important that people from local 
film companies had knowledge and experience of working for international film 
projects particularly with the project of The Beach. They had to be involved in finding 
locations for them. Obviously, there were two sources of samples. One was from 
Thailand government tourism agents which includes the Tourism Authority of 
Thailand (TAT) and the Ministry of Tourism and Sport. The other was from local film 
production companies.
Identifying the respondents from the government organisations was relatively 
straightforward. Following a review of the organisations’ divisions and 
responsibilities, respondents were identified by their position and responsibility for 
destination marketing and promoting Thailand as a film location for international film 
production companies. The officials from the marketing division of Tourism
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Authority of the Thailand and the Thailand Film Office were finally identified and 
selected as key informants.
The process of identifying the sample for the local film production companies was 
more difficult as there was little information, particularly in relation to those who had 
worked on the project for The Beach. The researcher began by researching names of 
the local film production company that worked for the project of The Beach from the 
Internet Movie Database website (www.imdb.com) which provides information about 
the making of The Beach and its cast including the local cast. However, the website 
did not include the local production company or it location companies. The other 
sources were the free online encyclopaedia namely the Wikipedia 
(http://en.wikipedia.org/wiki/list_of_films_shot_in_Thailand) and The Location 
Thailand Company whose job is to provide information about film location in 
Thailand and provide filming equipment for international film companies 
(http://www.locationthailand.com/new/). These two websites provided information 
about the local film companies who worked for international film projects. Most 
importantly, they had the name of the local film production company that worked for 
the production of The Beach in Thailand in 1999. This was Santa International Film. 
From the information from the website, the researcher continued to explore other film 
companies that worked for other Hollywood film productions. Unfortunately, there 
was only a small number of such local film production companies. In fact, this 
business has been in the hand of just three companies. There are The Santa 
International Film, The Six Elements and Thailand Locations Company. Among the 
three companies, Santa International film has most experience in working with 
Hollywood films shot in Thailand including The American Gangster (2006); 
Alexander (2004); Bridget Jones: The Edge o f Reason (2003); The Beach (2000); 
James Bond: Tomorrow Never Dies (1997); Air American (1989) Good Morning 
Vietnam (1987); The Killing Fields (1983) vnà James Bond: The Man with the Golden 
Gun (1974).
Once the samples were identified, the researcher selected the sample of this study on 
the basis of their knowledge of film production and destination marketing in Thailand 
(see table 5.1). As mentioned earlier, there were two groups of samples. One was 
from the local film production companies including the local film company that
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worked for the project of The Beach. There were representatives of three local film 
production companies. It was believed that their knowledge of film production 
activities and experience of working with the international film production would 
provide insight into how Thailand had been selected as a location for international 
films and how it had been depicted in those films.
The other was from the Thailand tourism organisations. There were four respondents 
in this group. One was from the Thailand Film Office (TFO) who was responsible for 
promoting Thailand as a location for international film companies. Two respondents 
were officials from the Tourism Authority of Thailand whose major responsibilities 
included positioning Thailand and promoting Thailand for international tourists. The 
last one was from the Tourism Committees under the jurisdiction of the House of 
Parliament. His major role was to monitor the impacts of tourism development 
including the impact of film production on the destination.
Negotiating access to the sample
After identifying the samples, initial contacts with the respondents were needed. 
Securing access to the sample as soon as possible is significant for the completion of 
any research project. Since the samples of this study were based in Thailand, it was 
necessary to establish contact before entering the field work which was in June 2009. 
In April 2009, the researcher made initial contact with prospective respondents by 
email followed up by letters to the film production companies and the government 
tourism agents (see Appendix C). Telephone follow up was made to confirm the 
respondents’ availability for interview.
The access to the film production companies was relatively informal. The researcher 
was able to send letters in order to make appointments. It was fortunate that none of 
the film production companies were busy as there were few production projects at the 
time this research was conducted. All the people from the film production companies 
offered convenient times and places for the interviews. Confirmations of interviews 
were secured before the actual field work began.
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Respondents Their involvement in film industry and 
tourism industry
Their involvement in the 
production of the Beach
1. The owner of Santa 
International film 
company.
Facilitating international film companies to 
shoot film in Thailand, supplying production 
equipments, finding locations and coordinatin 
with local authority and suppliers.
Facilitating The Beach 
production crews to shoot 
in Thailand. Finding 
locations and local staffs. 
Assisting the directors 
dealing with on location 
management.
2.
Director of Thailand film 
office, Ministry of 
Tourism and Sport
Considering the granting o f shooting 
permits and monitoring film production to 
ensure that they do not adversely affect 
Thailand’s image or damage its natural 
environment.
Considering the granting 
of shooting The Beach, 
monitoring the shooting 
of The Beach on 
locations.
3. Director of The 6th 
Element Co., Ltd
Supplying pre-production information, film 
production equipment. Assisting foreign 
film directors dealing with on location 
management.
4. Location Thailand Co., 
Ltd
Supplying location information in Thailand 
and facilitate production activities on 
locations. Supplying production equipments 
for foreign film companies.
5. Chief, Domestic 
Marketing Strategy 
Section.Tourism Authority 
of Thailand.
Planning for tourism marketing strategies 
for domestic marketing. Giving guidelines 
for tourism promotional tools and activities.
6 Chief, International 
Marketing Strategy 
Section.Tourism Authority 
of Thailand.
Making tourism marketing strategies and 
strategic marketing tools for international 
Markets.
7 Tourism Committees 
under the jurisdiction of 
the House of parliament.
Giving advices to both Ministry of Tourism 
and Sport and Tourism authority of 
Thailand regarding tourism development 
organisational structures.
Table 5.1: Respondents o f Study 2
On the other hand, contacting the government tourism agents had to be formal. It is a 
Thai practicality of making inquiry to the government offices. As the researcher is 
sponsored by a public university in Thailand, the official introduction letter from her 
sponsor was needed in adjunct to the inquiry letter (see Appendix D). The government
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organisation did not accept telephone appointments from individuals unless it was a 
follow up from the official letter. The researcher needed to wait for their official letter 
to inform the respondents’ convenient time and place. Yet, the researcher was able to 
secure the access to the sample by the end of April 2009. The field work was 
conducted from May 15 to June 15 2009.
Interview schedule
The interview schedule was used as a tool to gain respondents’ knowledge and 
experience which provided information that was relevant to the research question and 
objective.
There were seven themes of interviews in this interview schedule. The theme of the 
interviews began with the broad question regarding their responsibility and their job 
and narrowed down to their experience of film production and their opinion about the 
influence of film on destination image and tourist practices. The first theme was about 
the background of the respondents. This theme was aimed to gain information about 
their experience in the film industry. Questions were ‘what are your jobs and 
responsibilities and your involvement in film industry? and ‘what is your experience 
in the film industry and in working with the foreign film producers?. This was 
followed by the theme of film production practices which included their responsibility 
in the foreign film production. Questions included ‘what are your major 
responsibilities in the foreign film production?’ This theme aimed to investigate the 
film production practices from their experience in working for the international film 
companies.
The next theme focused on their involvement in selection the film locations. 
Questions were ‘what is your involvement in selection the film location? and ‘what 
are your responsibilities in the location production’. It was believed that their 
involvement in selecting film location would provide key information regarding the 
representation of Thailand in international films particularly The Beach. Then 
respondent were asked about the impacts of film on audience’s imagination and 
behaviours. The question was for example ‘how does film influence audience’s
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imagination and behaviour?’ This theme aimed to gain their opinion about the impact 
of film on viewers and how film achieved that impact.
The last two themes focused on the influence of film on Thailand’s image and tourist 
practices. It was believed that their experience of the film industry would provide 
useful information about the influence of film on destination image and tourist 
practices. Questions for this theme were ‘what do you think about the relationship of 
film and tourism?’ and ‘what are the effects of film on creating and shaping the 
destination image?’ These questions were followed by further questions improvised to 
follow-up the respondent’s answer for example ‘as you have been working in the 
industry for a long time, what do you think is the prominent image of Thailand?’ and 
why do you think it is?’. A copy of the schedule is presented in Appendix F.
Data collection in Thailand
The data collection took place in Bangkok where all interviewees’ offices were 
located. The research information sheets, respondent consent forms (see Appendix E) 
and the interview schedule were sent to all interviewees beforehand in order that they 
had general ideas of what the interview was about. Telephone confirmations were 
made after the researcher was settled in Thailand. These were to confirm the time and 
place of the interviews. All interview dates were reconfirmed apart from the interview 
with officials from the Tourism Authority of Thailand. Due to their mid-term budget 
revision which took place in May, the interview dates were changed to late May, 
2009.
During the interview, all interviewees were informed briefly what was to be asked of 
them beforehand. Information about the research project, interview schedule and how 
long the interviews would last were sent to the interviewees in order to conduct the 
research in an ethical manner and to achieve the respondents’ consent. Most 
interviews took place in the respondents’ offices and lasted from one hour to two 
hours. Burton (2000) suggests that recording or taping interview is widely used. The 
major advantage is that it is more reliable and creates less interruption in the 
interviews than note taking. Transcripts of tape-recorded interview can be analysed in 
a systematic manner (Veal, 1997). The researcher can easily quote verbatim when
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writing up. However, the disadvantages of recording interviews are that it is difficult 
to obtain respondents’ consent in some case and respondents may get nervous when 
being recorded. As this study aimed to get insights and experiences of the respondents 
which were detailed, the interview recording tended to be useful and more practical 
than note taking. In order to minimise the difficulty of interview recording, the 
researcher introduced herself and asked for their consents to recording the interview 
conversation. In all cases, the researcher was allowed to record the interviews 
provided that respondents’ names were not identified in written documents.
Most of interviews were conducted in Thai. The interview with the director of the 
Thailand Location Company was conducted in English because the director was an 
Australian expatriate. The interviews were conducted according to the interview 
schedule. First, it was important to have a brief introduction about the researcher and 
her research. It was found that being a lecturer in a public Thai university, Silpakom 
University, was an advantage. It was rooted in Thai culture and teachers and lecturers 
are considered as being in a respectable profession. Most respondents felt comfortable 
and willing to contribute their knowledge to this research. Moreover, the Silpakom 
University has a good relationship with TAT and the Ministry of Tourism and Sport.
Secondly, general questions including the respondents’ responsibilities and their 
backgrounds were initiated in order to lead into interviews. Respondents were pleased 
to explain their responsibilities and their previous jobs regarding international film 
production in Thailand and giving comments on the production of The Beach in 2000. 
Lastly, questions focused on the process of selecting film locations; the image of 
Thailand in international films and the official image of Thailand were addressed to 
each respondent.
Data analysis
Qualitative data analysis is a systematic way of searching meanings. Analysis 
includes organising and interrogating data (Hatch, 2002). The analysis method allows 
the researcher to ‘see patterns, identify themes, discover relationship, develop 
explanation, make interpretations, mount critiques or generate theories’ (:148). The 
principles of qualitative analysis are the causal relationships and theoretical 
statements are made from the data. Patton (1990) maintains that theories should not be
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imposed on to the data. It is essential for the researcher to hilly consider the categories 
derived from respondents before the researcher develops his or her own.
According to the nature of qualitative data analysis, thematic analysis method is one 
qualitative analysis method. It is useful for identifying, analysing and reporting 
patterns or themes within the data (Boyatzis, 1998). This method reinforces a 
systemic way of investigating the raw information which allows the researcher to 
develop categories and identify themes based on the information. Braun and Clarke 
(2006) suggest that thematic analysis is independent of theory. It can be applied to 
cross a range of theoretical and epistemological approaches. Thematic analysis can 
provide a rich and detailed, ‘yet complex, account of data’ (:78)
This research used thematic analysis to analyse the information from the interviews in 
both Study 2 and Study 3. After collecting the data from Thailand, the interview 
conversations were transcribed and translated from Thai to English language (see 
Appendix G). The original interview transcripts and translated transcripts were 
verified by a Thai professional translator.
The researcher read through all interview transcripts and investigated the patterns or 
themes from the information. The questions also in the semi-structured interviews 
prompted a starting point of identifying the themes from the raw data. The researcher 
also identified other emerging themes from the information. Themes were listed, 
similar and relevant themes were grouped under the same categories. Themes 
emerged from the systematic observation of the raw information (7 interview 
transcripts). Emergent themes were compared across subsamples which are those 
involved in film production companies and officials from tourism government agents. 
There were seven emergent themes which consistently occurred in both samples.
The researcher made definitions and descriptions of the themes which prompted the 
indicators. The indicators of themes were used for allocating the raw information to 
the relevant themes. Codes were developed according to each theme and were used 
for quoting the relevant information.
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5.6.4. Study 2: key findings
There were seven emergent themes which consistently occurred in both samples. 
They are set out in Table 5.2. They were clustered into three categories. These are ‘the 
influence of popular films on Thailand’s image’, ‘the influence of The Beach on 
Thailand’s image’, and the influence of The Beach on tourists’ behaviour’.
Category 1: The influence of popular films on Thailand’s image. There were three 
themes that belonged to this category. They are:
Theme 1: The influence o f film  scripts and film director in selecting the 
location fo r  shooting. The information suggests that film scripts and directors’ 
interpretations of landscapes from the scripts are significant factors in the 
selection of film location. It also highlights the different objectives between 
film production and destination marketing.
Theme 2: Thailand’s image in popular films. It was apparent that being used 
as backdrop for Hollywood popular films results in increasing popularity of 
Thailand as a tourist destination.
Theme 3: The influence o f popular film in increasing tourists ’ awareness o f  
Thailand as a tourist destination. The information from the respondents 
suggests that popular films can reach a large number of people worldwide and 
make them aware of the country as well as popular views of the country.
Theme 4: Government intervention in the presentation o f Thailand’s image in 
international films. The data suggest that there is government intervention in 
film shooting and selection of location. Sensitive issues including royal 
family, religion, national symbols must be appropriately mentioned in the 
films. Also, the Thailand Film Office tries to suggest the film companies to 
make film in other parts of the country.
Category 2: The influence of The Beach on Thailand’s image. There were 
two themes in this category. There were:
Theme 5: Representation o f Thailand’s unspoiled natural resources. From 
both local film production companies and government officials, Thailand’s 
image in previous popular films and in The Beach is as a beach holiday 
destination and exotic culture. It is the similar to the Thailand official image.
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Categories 1 The influence of popular films on Thailand’s image
Themes Code Definition Description Indicators
1 The influence of film 
script and film 
director in selecting 
the location for 
shooting.
IFS Film script is a storyline 
of the film which is the 
bible of the production
Film script has influence 
upon the production, 
casting, and selecting film 
location.
Code when 
mention about the 
film script, bible of 
the production
2 Thailand’s image in 
popular films
TIPF The image of Thailand 
in popular films as a 
result of being a 
backdrop for popular 
films.
Popular films portrayed 
Thailand’s landscape and 
cultural attributes.
Code when 
mention the image 
of Thailand in 
film,
3 The influence of 
popular film in 
increasing tourists’ 
awareness of 
Thailand as a tourist 
destination
ICTN Popular films helped 
increase awareness of 
Thailand
Previous popular films 
that were shot in Thailand 
increased the tourists’ 
awareness of Thailand as a 
tourist destination.
Code when 
mention popular 
films and
Thailand, increase 
of tourist arrival
4 Government 
intervention in the 
presentation of 
Thailand’s image in 
international films
GIV Government’s strategies 
to influence film 
companies to portray or 
not Thailand in 
particular way
Government attempts to 
influence film production 
companies to produce film 
in the country, not to 
portray negative attributes.
Code when 
mention about 
government policy, 
regulations
Categories 2 The influence of The Beach on Thailand’s image
Themes Code Definition Description Indicators
5 Representations of 
Thailand’s unspoiled 
natural resources
USN The representations of 
Thailand in The Beach 
are mostly unspoiled 
natural tourism 
resources.
The Beach portrays 
Thailand’s unspoiled 
natural resources which 
are positive and beneficial 
aspect of Thailand
Code when 
mention about 
beaches, unspoiled 
nature, beautiful 
scenery.
6 The Beach and 
creation of travel 
trends
TRD Popular travel pattern. The Beach popularised 
backpacker travel pattern 
in Thailand
Code when 
mention The Beach 
and travel 
patterns, practices
Category 3: The influence of The Beach on tourists’ behaviour
Theme Code Definition Description Indicators
7 The influence of the 
film varies due to 
background and life 
style of individual 
tourist.
ITL Tourist’ background: 
of education, 
occupation. Life styles : 
age, holiday preference.
The influence of The 
Beach on individual 
tourist varies to his/her 
background, lifestyle.
Code when 
mention influence 
of film/ 
background
Table 5.2: Categories and themes derived from the interviews
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However, there are certain aspects of Thailand in the film that are not 
desirable for destination marketing. They are poverty, uncivilised and drug 
culture.
Theme 6: The Beach and creation o f travel trends. The information from both 
film location and the government officers suggests that The Beach created the 
trend of tourist patterns in Thailand. They believed that the film would 
influence tourists to follow the travel route shown in the film.
Category 3: The influence of The Beach on tourists’ behaviours. There was 
only one theme in this category. It was:
Theme 7: The influence o f  the film varies due to background and life style o f  
individual tourist. The information implies that influence of The Beach on 
tourists’ behaviour is dependent on the tourists’ background and life style. The 
film may have an effect on one tourist but may not affect another. However, it 
was believed that the film might more have effect on young tourists than on 
other types of tourists.
5.6.5. Study 3: Investigation of tourists’ understanding and 
interpretation of destination image
Study 3 seeks to identify the tourists’ understanding of destination image and tourist 
practices in the film. It also aims to investigate the influence of the film on tourists’ 
understanding of destination image and on their practices at the destination. The 
findings of this study are also discussed in the next chapter with the semiotic analysis 
of The Beach in Study 1 and the findings of Study 2. It is believed that the discussion 
provides an understanding of power of a popular film in mediating Thailand’s image 
and influencing tourist practices.
Sampling Strategy
Originally this study aimed to investigate the impact of film on both tourists who had 
visited Thailand and those who had not yet visited Thailand. This section is written to 
explain the original intentions, many of which were achieved. It also goes on to 
explain the adjustments that were necessary in response to the difficulties of securing
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the sample as originally intended. Purposive sampling was used according to specific 
respondents whose basic qualifications met the requirements above. As it was not 
possible to identify tourists until their actual visits were known and the study required 
a specific sample, convenience sampling was used with purposive sampling. This 
involves selecting members of the population who are conveniently available to 
provide information for the study (Churchill and lacobucci, 2005) and justifying the 
tourists according to the objectives of the study.
Since the study was based in England, the samples were residents of the United 
Kingdom who were interested in watching The Beach and who had travelled or were 
travelling to Thailand. The numbers of tourists from the United Kingdom visiting 
Thailand have shown fairly consistent growth from 2005 to 2007 according to the 
Thai tourist statistics (http://www2.tat.or.th).
Also, it was important to maintain the sample at a manageable size due to the time 
limitations of the interview. The researcher decided to select forty respondents whose 
qualification met the criteria of study which were:
1. They must have visited Thailand or have plans to visit Thailand
2. They must have watched The Beach
Respondents were categorised into two groups as shown in figure 5.12. Group 1 
included respondents who had not yet visited Thailand but had plans to do so. This 
group consisted of three sub-categories who were classified based on their experience 
of watching the film:
1. group A representing people who had seen the film,
2. group B representing people who had not seen the film but were willing to 
do so before travelling and
3. group C representing people who had not seen the film and did not want to 
do so before travelling.
For this group of respondents, a two-staged interview was proposed, pre and post­
travel. The pre-travel interview aimed to investigate their knowledge of Thailand and 
their anticipatory tourist practices at the destination. Themes of discussion were
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planned to involve their knowledge of the destination and tourist practices at the 
destination, their understanding of the destination image and tourist practices via the 
representations in film for those who had seen the film, and their anticipatory and 
imaginary experience of the destination. The post-travel interviews were planned to 
explore their views and actual experience as well as the representations in the film.
Group 1 Group 2
Pre-
travelling -  
Interview
Pre­
travelling -  
Interview
Yes
Watch
film
Yes
N o
Watch
film
Watch
film
N o
N o
Have seen the 
film
Interview
Have seen the 
film
Interview
Post- travelling 
-Interview 
(with Film )
Pre­
travelling -  
Interview
Post
travelling -  
Interview
Post- travelling 
-Interview 
(with Film )
Tourists who had not been to 
Thailand but had booked to go 
(20 respondents)
Tourists who had been to 
Thailand 
(20 respondents)
Figure 5.12: Sampling strategy
In the investigation of the influence of the film in their understanding of Thailand and 
the tourist practices in both pre- and post- travel experience, respondents who had not 
seen the film were to be asked to see the film according to their time preference. 
Respondents in group B were asked to watch the film and be interviewed before they 
travelled. The follow up interviews with photo and film elicitations were to be 
conducted when they returned. For respondents in group C who did not want to see 
the film before travelling, the pre-travel interviews were planned to investigate their 
knowledge and anticipation of the destination image and tourist practices. They were
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then planned to be followed up and asked to see the film before the post-travel 
interviews with photo and film elicitation.
In Group 2, for those who had been to Thailand, these were classified into two sub­
categories in relation to their experience of seeing the film:
1. group D representing people who had seen the film and had travelled to 
Thailand, and
2. group E representing people who had not seen the film but had travelled to 
Thailand.
It was planned that these two groups should be interviewed after they returned from 
Thailand and after having watched the film. This meant that those in group E needed 
to see the film before the interview. Originally, it was planned that the photo and film 
elicitation would not be used with these respondents, rather they would draw upon 
their memory of the film.
Negotiating access to the sample
As mentioned earlier, it was difficult to identify the tourists until their actual visits 
were known. To secure the number of respondents, the researcher originally designed 
three strategies to identify UK tourists who had visited or planned to visit Thailand no 
earlier than the year 2000 when The Beach was first released. The strategies were:
1. an advertisement asking for research participants in a local newspaper.
2. an advertisement within the universities in the UK.
3. engagement in the TAT travel shows and approaching prospective tourists 
who visited the TAT stand.
Placing the advertisement in the local newspapers was relatively expensive yet 
effective in terms of raising the awareness of the research project. The advertisement 
was posted in the hard copy of a local newspaper for one week and for 28 days on its 
website. The numbers of respondents were relatively few. Most responses from 
potential respondents suggested that there should have been compensation for 
respondents’ time and information. However, there were respondents who consented
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to participate and were willing to ‘snowball’ to other potential respondents. This 
snowball sampling was thus used for securing the number of the interviewees. Finally, 
the researcher managed to gain access to 16 tourists all of whom who had already 
been to Thailand (i.e. in Group 2).
Placing the advertisement and poster for the research within the University was 
conducted to attract students and University members of staff. In order to be able to 
interview university students and staffs, the research needed a favourable ethical 
opinion by the University Ethics Committee. The researcher was asked by the 
Committee to produce documents which included a summary of the research project, 
a risk assessment form, and information sheets for research participants (see all 
documents in Appendix H). After submitting the documents, the researcher was asked 
to revise and re-submit them. Ethical approval was obtained after a small delay 
mainly for committee meetings.
Once the research project was given a favourable approval, the researcher placed 
research posters and leaflets on students’ notice boards and in common rooms and on 
free notice boards both in the Students’ Union and outside university cafeteria. 
Publicity within the faculties was made difficult because only one of four faculties 
allowed the posters to be displayed in staff common rooms. This publicity to recruit 
respondents took place after the students returned to the University in September 
2009. Ultimately, this strategy was not very effective securing only five additional 
respondents, all of whom again were from Group 2.
Contact was also made with the official Thailand Tourism Authority in London to 
secure help in finding possible respondents but since there were only a small number 
of visitors to their offices, this was not considered to be useful. Another avenue 
explored was the Thai Festival 2009 event in Goldaming, which the researcher joined 
to distribute research leaflets (Appendix I) to potential tourists. Visitors to the Festival 
were not interested in participating in the research project and again, unfortunately, 
this strategy was not effective in gaining access to potential respondents. Ultimately, 
it was not possible to secure forty respondents using these methods. At this point, 
given the difficulties of securing respondents and given the fact that all those who had
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agreed to take part, a total of 21, it was decided to change the approach and to drop 
group 1 from the sample.
At the same time, in order to boost the number of respondents, it was decided to 
extend the samples to Thailand by interviewing UK tourists there. There were three 
advantages in collecting the data in Thailand. First, it was easier to identify 
respondents as obviously they were tourists in Thailand. Second, the researcher knew 
the destination well. Third, the researcher had worked with the tourism management 
department in her university in Thailand and had established a network with the 
hotels, resorts and travel agents where she could gain access to potential respondents. 
Obviously in dropping Group 1, this meant that it would no longer be possible to 
capture the views of respondents before their visit to Thailand. However, given the 
research objectives, it was considered to be more important to secure sufficient 
interviewees who had both seen the film and had been to Thailand, hence the 
researcher continued with a focus on Group 2. Contact was made by official letter to 
hotels and travel agents within tourist areas in order to ask permission to interview 
their UK customers (see Appendix J). Two hotels gave permission and the researcher 
arranged possible dates to conduct the interviews with the hotel guests. In the end, 
only two guests were willing to participate. At the same time, the researcher had 
asked two travel agents in Hua Hin town centre to approach their customers. They 
allowed the researcher to speak to their customers and to conduct the interview if they 
were willing to participate. No respondents were recruited by this method, with most 
potential customers blaming lack of time, while collecting tickets.
As a further avenue to secure respondents, the researcher decided to approach 
potential respondents in tourist areas of Thailand for example Khaosan Road and the 
grand palace in Bangkok, Hua Hin and Phuket. The researcher decided to seek 
potential respondents in Khaosan Road and the grand palace in Bangkok (4 days) Hua 
Hin beach (5 days), Patong beach and Karon beach in Phuket (4 days). These are the 
most popular beach destinations in Thailand. For security reason, the researcher was 
accompanied by friends who lived in these areas. The researcher randomly 
approached the tourists on the beaches, in restaurants, cafes and in local shopping 
malls. Tourists were asked if they were from the UK before the request for an 
interview. As the researcher is a Thai woman and approaches to male tourists might
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be misunderstood, the researcher introduced herself to tourists briefly as well as 
presenting the research information sheet and her business card. This method eased 
any awkwardness and created a degree of trust. With this approach, the researcher 
managed to secure a further 19 respondents bringing the total up to 40.
Interview Schedule
Saunders et al (2003) and Mason (2002) suggest that the semi-structured interview is 
a relatively informal style of interrogative conversation which allows the researcher to 
create list of themes and topics for discussion with the respondents. The interview 
schedule was used as a tool to gain respondents’ insights, knowledge and opinion 
which were relevant to answer the research questions.
The interview schedule used for Study 3 comprised 10 questions (see Appendix H, 
page 308). The first question was: ‘Why did you select Thailand as your holiday 
destination’? This aimed to investigate respondents’ reason for selecting Thailand as 
their holiday destination which led to the way they gain the information about 
Thailand. This question was posed to each respondent after an introduction and an 
ice-breaking general conversation. This was initiated with general questions for 
example ‘when was the last time you visited Thailand?, or Ts/was this your first time 
in Thailand?’
The next three questions aimed to examine the influence of the media including The 
Beach for example television, and films that influenced respondents’ perception of 
Thailand and their decision to visit Thailand as a result of their exposure to the media. 
The second and third questions were ‘Do you think that the media influenced your 
decision to visit Thailand?’ and ‘Do you think that any popular films influenced your 
decision to visit Thailand? If so, which ones?’ These questions led to the fourth, 
‘Having seen the film, The Beach, do you think Thailand is accurately portrayed? 
Please explain?’ This question focused on respondents’ views of representation of 
Thailand in The Beach.
The next part of the interview schedule consisted of four questions which dealt with 
respondents’ interpretation of representation of Thailand in the film in comparison to 
their existing knowledge of Thailand and their actual experience. This part began with
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‘What are your favourite scenes about Thailand in the film? and why?’. These 
questions aimed to explore respondents’ memory of the representation of Thailand as 
portrayed in the film. It was also believed that their favourite scenes would be 
indicators of the influence of the film on respondents’ image of Thailand. This was 
followed by posing questions about the image of Thailand that respondents had as a 
result of seeing the film for example ‘what images of Thailand do you remember in 
particular that are depicted in the film?’ At this stage, the researcher introduced the 
film elicitation method. The method allowed respondents to express their opinion 
about The Beach and Thailand as well as reinforce their interpretations of the 
representations of Thailand. Each respondent was asked to select their most 
memorable or favourite scenes. Having seen the selected scenes, respondents were 
asked ‘in what ways do you think Thailand is different and in what way it is similar to 
the ways in which it is is shown in the film?’ This question aimed to gain comparative 
information between the representation of Thailand in the film and respondents’ 
existing image of Thailand and their actual experience.
The next section of the interview schedule included two questions. They were ‘Did 
you do anything in Thailand which is similar to the sort of activities that are shown in 
the film? and ‘Do you think the film influenced your behaviour in Thailand in any 
way? If so, in which way?’ These questions dealt with the influence of film on 
respondents’ behaviour and practices.
The last question aimed to investigate tourists’ interpretation of representation of 
Thailand in The Beach and the influence of film on their image of Thailand. It was 
‘What did you learn about tourism in Thailand from the film? Given your experience 
in Thailand, what did you not learn?’
Data collection
The data collection in the UK was conducted from September to October 2009 and in 
Thailand during the second week of October to the first week of November 2009. The 
data collection in the UK took place within the University of Surrey, in Guildford and 
neighbouring towns. A major reason for the restricted area for interviews was mainly 
the researcher’s financial constraints. One consequence of securing interviewees in 
Thailand was that it meant that there was no opportunity to gain interviewees who had
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not visited Thailand (Group 1). Since the strategy in the UK had not secured the 
interviewees, the decision was taken to confine the sample to those in Group 2.
After the researcher had gained access to potential respondents, she made contact with 
them by telephone to arrange interview date and place. Respondents were informed 
briefly what was to be asked of them, the information about the interview and how 
long it would last. Interviews mostly took place in public places such as cafes and 
restaurants in the town centre and at the University of Surrey. There were only two 
interviews that took place at the respondents’ homes. The interviews lasted from 
forty- five minutes to two hours.
As the study sought to understand their views of the film as well as their actual 
experience, the researcher aimed to maintain a friendly atmosphere. The researcher 
introduced herself to the interviewees and asked their consent to record the 
interviews, provided a participant with an information sheet and an informed consent 
sheet. The interviews were carried out according to the interview schedule but started 
with general questions and the order of wording was not the same for each interview. 
This was aimed to make the interviews a natural conversation. A digital voice 
recorder was used to record the conversation. It was very important that the recorder 
was not placed in an obvious position so that the interviewees were not distracted by 
the feeling of being recorded. All respondents agreed that interviews should be 
recorded.
During the course of interviews, film elicitation was conducted and questions about 
their interpretation of the film based on their experience in Thailand were addressed 
to respondents. The interviewees were asked to select their favourite scenes and 
sequences of the film. This method allowed the respondents to express their views 
about the visuals and film elements and to compare their actual experience to the film. 
Their selected scenes and sequences were used to identify dominant attributes of 
Thailand and their anticipation of their holidays.
The interviews in Thailand were conducted from the second week of October to the 
first week of November 2009, considered to be the high season in Thailand. They 
were conducted in the same manner as the interviews in the UK.
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Profiles of respondents of this study were diverse in terms of age, education, and 
occupation (see Appendix K, page 319).
Data Analysis
After collecting the data from Thailand, the interview conversations were transcribed. 
The transcription process was time consuming and expensive. A speedy audio typist 
was hired to transcribe twenty of the interviews and the researcher herself transcribed 
the other twenty. The advantage of transcribing one’s own interviews was that it 
brought the researcher close to data which resulted in the starting point of identifying 
themes (Bryman, 2008). After receiving the transcriptions of the interviews from the 
typist, the researcher conducted quality checks with all transcriptions by checking 
them with original interview records.
All interview transcriptions were read and re-read in order to identify dominant 
themes. It was found that there was no distinctive difference between the information 
from the interviews in Thailand and in the UK. The location and time of interviews 
did not affect their views towards The Beach and their holiday experience. Thus, all 
interviews were analysed in the same way.
Thematic analysis was used as the method to investigate themes or patterns of 
information from the raw data. The interview schedule was used as a guideline to 
identify themes. Once themes were identified, the researcher made definitions and 
descriptions of each theme. The definitions and descriptions of themes prompted the 
indicators which were used to allocate the raw information to relevant themes. Then 
the researcher developed codes for quoting the relevant information, for an example 
see Table 5.3. After identifying themes and allocating the relevant information, the 
researcher developed categories which were based upon the research questions and 
theories.
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Category 1: Tourists’ image of Thailand (based on their previous holiday experiences)
Themes Codes
(old)
Codes
(New)
Definitions Descriptions Indicators
1 Different... it is so different: 
Tourists’ image of Thailand 
based on their experience
A. Exotic and interesting 
culture.
B. Diversity of natural beauty 
and wildlife
C. Established tourist 
destination especially beaches 
destination.
8AEFA
8BEFB
8CEST
1AEFA
1BEFB
1CEST
The modified 
induced tourists’ 
image of 
Thailand is a 
different and 
diverse tourist 
destination.
Tourists’ 
experience in 
Thailand and 
The Beach 
enhance their 
image of 
Thailand as the 
unique and 
exotic 
destination
A. Code when 
finding word 
different, exotic 
diverse, unlike and 
other similar attribute 
of Thailand from 
their experience.
B. Code when 
finding words 
relating to diversity 
of tourism resources.
C. code when 
mentioning Thailand 
is a established 
tourist destination or 
other relating 
meaning.
2 Tourists’ views of Thai 
people based on their 
experience.
A. Positive (friendly, warm, 
hospitable, helpful, polite, 
respectful, nice etc.)
B. Negative (rude, corrupt etc.)
11.THP+
ll.THP-
2THP+
2THP-
The local people 
both work in 
tourist industry 
and in general.
The
characteristics 
of Thai people 
from the
tourists’ point of 
views while they 
are staying in 
Thailand.
Code when finding 
words or phase 
entailing the 
characteristics of 
Thai people i.e. 
friendly, nice, etc
Table 5.3: Example o f identified themes from the raw information
5.6.6 Study 3: key findings
From the data analysis of the raw information, the key findings included 15 themes 
which were grouped under 7 categories. There are set out in full in Appendix L. They 
summarised here:
Category 1: Tourists’ image of Thailand (based on their previous holiday 
experience). There were two themes which belonged to this category. They were:
Theme 1: Different., it is so different. The majority of respondents found that 
their existing image of Thailand based on their previous visit to Thailand was 
different from the film. Their images of Thailand were of an exotic, diverse 
and established tourist destination.
Theme 2: Tourists’ views o f Thai people based on their experience. 
Respondents revealed that from their experience Thai people were friendly 
warm, hospitable and polite.
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Category 2: The Beach and tourists’ imagination. There were 3 themes that were 
grouped under this category. They were:
Theme 3: Tourists’ intensity o f expression and joyous recognition o f  their 
holiday experience in Thailand. It was found that when watching the film, 
some respondents identified themselves with the characters. Also, tourists 
expressed their joy and pleasure when seeing the scenery of Thailand in the 
film.
Theme 4: Nostalgic reminiscence o f one’s holiday experience in Thailand 
through The Beach. When watching their favourite scenes, respondents had a 
reminiscent moment of their happy, relaxed and exciting holiday experience. 
Theme 5: The Beach and one’s private space. It was found that when seeing 
the film, some respondents had created their own space through visual 
representation and The Beach storyline. Also, some respondents strongly 
disagreed with The Beach and wanted to protect Thailand as their own space. 
Theme 6: The Beach and construction o f  film location as iconic tourist gaze. 
Most respondents suggested that the film made the film location become an 
iconic attraction.
Category 3: The influence of film elements on tourists’ image of Thailand. There 
were 5 themes which belonged to this category. They were:
Theme 7: The influence o f The Beach on tourists ’ image o f Thailand. It was 
found that film elements for example a storyline, characters, cinematography 
and setting had influences on respondents’ image of Thailand.
Theme 8: The representation o f Thailand in The Beach. Most respondents 
suggested that The Beach did not portray insight of Thailand’s culture. It 
represented only a backward aspect of the country and exaggerated the 
situation. Also, it portrayed Thailand as a beautiful, tropical beach, violent and 
drug oriented destination. Some respondents found that Thailand was similar 
to other South East Asia countries.
Theme 9: The representation o f Thai people in The Beach. The information 
revealed that the film portrayed Thai people as poor, cruel and violent.
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Theme 10: The secret paradise or the paradise lost. The information 
suggested that The Beach depicted Thailand as a country of contradiction 
between a beautiful beach paradise and a corrupted tourist or a paradise lost 
destination which finally fall apart.
Theme 11: The reflection o f  tourist’s practices and tourism in Thailand. 
Respondents interpreted that the film emphasised young backpacker practices 
in certain tourist areas of Thailand.
Category 5: The tourists’ negotiation of The Beach and their image of Thailand. 
There was only one theme that belonged to this category.
Theme 12: Thailand’s image from tourists ’ negotiation o f their experience and 
The Beach. After seeing the film, respondents used their actual experience 
and their existing image of Thailand to negotiate with the representations of 
Thailand in the film. Respondents’ negotiated images of Thailand were of a 
tourism oriented and modernised destination that still had beautiful tropical 
beaches.
Category 6: The influence of The Beach on tourist’s behaviour at the tourist 
destination. This category consisted of 2 themes. They were:
Theme 13: The mechanical influence o f visual representation o f Thailand’s 
beautiful scenery in The Beach on tourists ’ decision to visit the locations and 
Thailand. Respondents revealed that they were unconsciously influenced by 
the film to visit the film location.
Theme 14: The Beach has no influence on tourist behaviour. On the contrary, 
the information suggested that the film did not affect their behaviours at the 
destination due to different life styles, different expected travel experience. 
Few respondents revealed that the film deferred their desire to visit the film 
location.
Category 7: The influence of other media and other image formation agents. This 
category comprised 2 themes. They were:
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Theme 15: The influence o f  other media or films on tourist’s image o f
Thailand. The information revealed that there were 2 films which played a 
potent role in shaping tourists’ image of Thailand. They were King and I  and 
James Bond: The Man with the Golden gun.
Theme 16: Hearsay about Thailand. Apart from previous popular films, 
respondents revealed that word of mouth messages from friends and relative 
had a substantial influence on their image of Thailand.
5.7 Research limitations
There are several limitations to the methodology used in this study. With three studies 
and multi-methods, limitations vary according to the nature of the methods used in 
each study.
First, in Study 1, there were only limited versions of available visual and print 
materials for The Beach due to the age of the film. The researcher conducted the 
analysis according to the availability of materials. The semiotic analysis is also 
subjective and based on the researcher’s background. The researcher’s Thai 
background influences her ways of seeing and her interpretation of the film. However, 
the subjectivity can be countered to some extent by the tourists interviewed in Study 3 
which is believed to provide a more Western interpretation of the film.
The limitations to the methodology of Study 2 were the difficulties to access key 
informants who had busy schedules and time constraints. The ideal would have been 
interview Danny Boyle, the director of The Beach who had key roles in selecting the 
location and the making of the film. Unfortunately, this was not a possibility. Thus, 
the researcher decided to seek the information about the making of The Beach from 
his Thai assistant director who worked with one of Thai local film production 
companies. The researcher was able to contact the local film production company 
which coordinated the production of The Beach. Sadly, the Thai assistant director to 
Danny Boyle passed away in 2007. The managing director of the company who 
worked closely with the director would be able to provide equivalent information. 
The interviews with the film production companies were more on the process of 
selecting film locations and preparing the props. The information of the actual 
practice of The Beach production was less focused. The officials of The Ministry of
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Tourism and Sport suggested that the increase in income of the overall province 
(Krabi province) was the only empirical evidence.
Lastly, Study 3 had limitations in gaining access to respondents who belonged to all 
categories. A specific qualification of the respondents in category A, B, C restricted 
access to this group. The lack of this information led to the lack of the information of 
image of Thailand before their visit. Thus, the researcher posed the question of 
respondents’ image of Thailand before their exposure to the film in order to fill the 
information gap.
Moreover, the length of interview which took at least 45 minutes was a major 
limitation to gain access to respondents who visited Thailand. Several prospective 
respondents declined to participate due to their lack of time. The use of film 
elicitation in conjunction with the interviews consumed a longer time than a simple 
qualitative interview. To overcome these difficulties, the researcher briefly informed 
the respondents about the interview questions while switching on her laptop. Instead 
of presenting the respondents with the whole film, the researcher asked respondents to 
select their favourite or most memorable sequences and allowed them to express their 
opinions and their feeling about the selected sequences.
5.8 Reflections of the researcher
The reflection of the researcher is the awareness of the ways in which the researcher 
as an individual with a particular social identity and background has an influence on 
the research process (Robson, 2002). The reflections of the researcher are a familiar 
concern in a qualitative research. The researcher should be aware of the impact of 
their knowledge, previous reading and previous life experience on the research 
(McChee et al, 2007). Cutcliff (2003) suggests that this awareness is shared with the 
readers. This part of the chapter explains the reflections of the researcher on this 
research. The reflections of the researcher in this study have influenced each step of 
the research process. It started with the selection of the case the study, the data 
collection, the data analysis and findings.
First, the researcher’s Thai background and her previous knowledge of destination 
marketing was the main influence on narrowing the researcher topic. Her awareness
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of the relationship between the film industry and the tourism industry and her interest 
in destination marketing directed her research focus to the impact of film on the 
destination image. Having a Thai background was also reflected in the selection of 
The Beach and Thailand as a case study for this research. However, there is empirical 
evidence of the growth of the film industry and tourism industry from Thailand’s 
tourism authorities. This evidence supported the significance and the contribution of 
this research to tourism knowledge.
Secondly, there are the reflections of the researcher in the semiotic analysis of Study 
1. As mentioned earlier, the semiotic analysis is based on the researcher’s 
interpretation of the film. In Study 1, the researcher’s Thai background affected her 
ways of interpreting the messages of the film. Her knowledge of Thailand provided an 
understanding of the represented culture and landscape. However, the storyline and 
themes of The Beach were mostly from western ideologies with which the researcher 
was not familiar. The research of the cinematic codes and western referent systems 
were conducted to overcome the subjectivity of the researcher on the analysis.
Thirdly, the reflections of the researcher influenced the process of data collection in 
Study 2 and Study 3. The reflection of the researcher was revealed in ongoing 
dialogues between the researcher and the respondents for example the ways of 
interrogating and listening to responses. Through the reflections, the researcher is 
aware of ‘what allow her to see and what may inhibit in her seeing’ (Russell & Kelly, 
2002: 3). It is very important that the researcher is able to balance the reflection 
during the interviews process. The interview schedule helped reduced overwhelming 
of the reflections of the researcher on the respondents’ opinions.
Lastly, the reflections of the researcher were revealed in the data analysis process of 
both studies. In Study 2, the reflections of the researcher were embedded in her role 
as a translator of the interview transcripts which were in Thai. All transcripts were 
translated by the researcher. It was apparent that her previous knowledge of Thailand 
and film tourism influenced her translation process. The cross checking of the 
interview transcripts aimed to reduce the over-influence of the researcher’s reflection.
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The use of thematic analysis in Study 2 and Study 3 was based on the researcher’s 
ways of analysing and interpreting the raw information. The researcher’s background 
of destination marketing and her interpretation of the film were reflected in 
identifying themes and categorising them. The over-influence of the reflections of the 
researcher can lead to subjectivity of the research.
5.9 Presenting the findings
As explained in this chapter, the research reported here contained three separate 
studies: Study 1 investigated the meanings of The Beach, using semiotic analysis; 
Study 2 examined film production and destination marketing practices in Thailand; 
Study 3 explored the impact of The Beach on tourists and on their behaviour. A 
traditional approach to presenting the findings of these three studies would be simply 
to report each one separately. However, in doing this, it became apparent that this had 
two disadvantages. First it disconnected the relationships and the themes that run 
through the three studies. Secondly, it led to repetition.
Above all this research is about understanding how a particular popular film, The 
Beach, influences destination image and tourist practices. It became apparent to the 
researcher that these influences occurred before the tourist had watched the film, 
while they watched the film and when they actually visited the destination. Taking 
this time dimension of the tourist experience as a cue, and linking it with the process 
of film production the decision was taken to reorganise the findings so that they are 
presented not as the findings of three separate studies, which was the original 
intention, but rather they are integrated into three stages. It is believed that presenting 
the findings in this way reduces the disconnection between the three parts and better 
presents the whole picture of The Beach and its role in mediating Thailand’s image 
and tourist practices.
The three sections of findings take their titles from filming processes: ‘Behind the 
Scenes’, ‘On the Screen’ and ‘On Location’. The first deals with film production, 
marketing practices and advance publicity. In other words ‘Behind the Scenes’ 
explores various activities that took place before The Beach was screened. All these 
are important in understanding how the tourists eventually view the film. The second 
chapter ‘On the Screen’ considers the influence of the film on the tourists’ images of
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Thailand and their interpretation of the film. It is these images that are stored and 
recalled when the tourists are on location. In the final chapter, ‘On Location’ the 
findings relate to the impact of the film on tourists’ images of the destination and on 
their behaviour in Thailand are reported.
As noted, this more integrated approach is considered to allow the themes to be dealt 
with more coherently. At the same time, and again to avoid repetition, it seemed 
appropriate to discuss the themes in the light of the literature. In other words these 
three chapters are intended to provide a report on the findings which are given in 
outline in the present chapter, an identification and consideration of the themes as 
well as a discussion of those themes. This will then lead directly to the concluding 
chapter to the thesis which will be used to bring the key issues together.
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Chapter 6 
Findings and discussions
As explained in the methodology chapter, this chapter sets out the findings based on 
the themes identified in the methodology chapter. Also, as explained, they are 
structured into three headings. Under each heading, the main issues are discussed and 
considered in relation to the existing literatures.
6.1 Behind the Scenes
This part of the chapter discusses the effects of popular films which preceded The 
Beach and the effects of the publicity of The Beach on Thailand’s image. Attention is 
also given to the work of the Thailand Tourism Authority’s and the Thailand Film 
Office’s destination marketing activities. The discussion draws upon the semiotic 
analysis of the advance film publicity material (Study 1) and significant themes from 
the interviews with officers of the Tourism Authority of Thailand and The Thailand 
Film Office, and Local Film Production Companies in Study 2 namely ‘The influence 
of film script and film director in selecting the location for shooting’, ‘Thailand’s 
image in popular films’, ‘Government intervention in presentation of Thailand in 
international films (see table 5.2 page 129). Also, it draws upon significant themes 
emerging from the tourists interviewed in Study 3 for instance; ‘The Tourists’ existing 
images of Thailand before the release of The Beach\ ‘The influence of other films 
and media on tourists’ image of Thailand’, ‘Hearsays about Thailand’. These themes 
are integrated and structured into three headings; ‘Roles of popular film on tourists’ 
images of a destination, Proactive destination marketing in response to the impact of 
film on tourists’ images of a destination and the competing agenda between film 
marketing and destination marketing.
6.1.1 Roles of popular film on tourists’ image of a destination
Before the production of The Beach, Thailand had already been used as a backdrop 
for many Hollywood films (see a list of films filmed in Thailand in Appendix A). This 
research suggests that two films, James Bond: The Man with the Golden Gun (1974)
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and The King and I  (1956) have played a dominant role in shaping tourists’ image of 
Thailand as a destination. This part of the chapter therefore considers how these 
earlier films have affected tourists’ image of Thailand as a tourist destination.
Location is a key element of film production and films which feature tourist 
destinations as locations offer potential tourists who watch the films the opportunity 
to learn more about the destination as well as be entertained (Frost, 2006, Hudson and 
Ritchie, 2006a). Film tends to portray places in a different light from destination 
marketing materials, and a film’s cinematography and storyline tend to highlight 
distinctive attributes of the destination which, in themselves, are likely to attract the 
attention of potential tourists watching the film. James Bond: The Man with the 
Golden Gun and The King and I  fall into this category in the context of Thailand, as 
both films feature the country as a backdrop. The former uses the Thai coastline as a 
setting for key action sequences whilst the latter features historical and cultural 
aspects of the country.
The James Bond film highlights the unique physical attributes of Thailand, featuring 
beaches and the island of Phang-nga in southern Thailand as locations. A local film 
producer who collaborated with the film company on the making of The Man with the 
Golden Gun revealed that the producer of the film, Albert R. Broccoli, paid particular 
attention to locations for the film. The film storyline and action in the sequences of 
finding the villain, Sacamanga, required an isolated but beautiful beach with the 
distinctive natural landmark. Thailand was selected as a location for The Man with the 
Golden Gun because of its unique and beautiful beaches and islands (FP2/S2). 
Regarding the destination image formation process, as a consequence of being used as 
a location for this internationally successful film, Thailand’s natural beauty has been 
presented to a wider audience through the success of the film. Indeed, most tourists 
interviewed for this research reflected that the film highlights the impressive natural 
beauty of the location. Tourists who have watched the film are therefore likely to have 
based their image of Thailand as a destination on the impressions of the country 
which they gained from the film. Consequently, for many tourists, the beautiful 
beaches and uniquely shaped ‘James Bond Island’ (see Figure 6.1), which were 
featured as key locations in the film, became their prominent image of the country.
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For example, one of tourists interviewed expressed his image of Thailand from 
watching The Man with the Golden Gun as follows:
‘Yeah, it is an image o f  a beautiful beach, with a rocky mountain. The rock 
was ju st standing out from the sea. I  think that was distinctive, you don’t get it 
from  anywhere else. For me that makes ...that’s the image o f  Thailand I  get 
from  James Bond. ’ (TOU23/S3)
Whilst tourists have discovered the beauty of Thailand’s natural scenery from 
watching The Man with the Golden Gun, The King and I  creates an image based on 
the exotic culture and history of Thailand (which is referred to as Siam in the film). 
The film, which features the journey of an English lady to Thailand to be a governess 
to the King of Siam’s children, shows the exotic culture of Thailand and highlights it 
through a combination of a dramatic storyline, colourful film sets and a beautiful 
soundtrack. Some tourists interviewed reflected that elements of the film evoked their 
emotions and provided a vivid visual image of Thai culture. As one respondent 
suggested:
‘The image o f  Thailand that’s always in my mind, and probably is still in there 
now is actually from the King and I. And i t ’s really that sense o f  purely Asian 
culture that is difficult to penetrate and understand and that is colourful and 
beautiful. Yes, that was the only visual that I  had o f  Thailand. ’ (TOU05/S3)
Figure 6.1: James Bond Island, Phang-nga, Thailand (www.jamesbondisland.com )
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Accordingly, it is apparent that tourists’ image of Thailand as a destination is 
influenced by The Man with the Golden Gun and The King and I. The image of 
Thailand’s beautiful beaches and the island in the former film and the portrayal of the 
country’s exotic culture in the latter have become dominant features in tourists’ 
perception of the country. This finding echoes previous research into tourists’ image 
of a destination (Butler, 1990, Gunn, 1976, Gartner, 1993) which maintains that 
tourists tend to place more faith in non-marketing sources than explicit marketing 
sources. It also reinforces Iwashita’s (2003) contention that the popular media have a 
greater impact on tourists’ understanding of destinations than traditional marketing 
materials. Tourists are exposed to popular media throughout their daily lives, 
especially films, by going to the cinema, or watching films on television or 
video/DVD/iPlayer at home. Unintentionally, they construct images of tourist 
destinations from locations featured in the films that they watch. It can be argued that 
the formation of tourists’ image of a destination is an unconscious process which is 
based on their exposure to media. Visual media, in this research film, has played 
potent role in the process.
Tourists’ image of a destination is also based on the first visual impression of the 
destination that they encounter. For example, tourists interviewed whose first 
impressions of Thailand were gained from watching The Man with the Golden Gun 
based their impressions on the representation of beautiful beaches and the island 
featured as locations in the film. On the other hand, those tourists interviewed whose 
first impressions of Thailand were gained from The King and I  based their 
impressions of Thailand on the film’s portrayal of Thailand as a culturally exotic 
country. This highlights the concept of tourists basing their image of a tourist 
destination on their first impressions of the destination. This first impression of a 
destination is often generated from indirect travel experience, in this case from 
watching a film at the cinema or in their own homes. Tourists store the first 
impression of a destination in their mind and use it to compare with other information 
sources and their actual visit the destination. In this context of The Beach and 
Thailand, this first impression has played significant roles in tourists’ reconciliation of 
a representation of Thailand in the film.
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Moreover, research has found that when tourists base their image of a destination on 
exposure to a particular film which features the destination as a location, that image 
tends to stay in their memories for a longer time. Most tourists interviewed revealed 
that they actually watched The Man with the Golden Gun and The King and I  years 
before they visited Thailand. This implies that the popularity and success of the films 
have enhanced the ability of tourists to recollect the associated film locations. The 
researcher believes that the existing image in tourists’ minds of Thailand as a 
destination based on these two films plays a significant role in their subsequent 
interpretation of The Beach. This is discussed in following section, ‘On the Screen
Although these two successful films portray both Thailand’s natural and cultural 
attributes, they offer relatively specific representations of the country. Thai tourism 
organisations have therefore made efforts to modify the tourist images created by the 
films by inventing proactive marketing strategies. The next section explores their 
strategy of using film as a source of image formation and the attempts to maintain the 
accuracy of the country’s image.
6.1.2 Proactive destination marketing in response to the impact of 
film on tourists’ image
This section explores a destination marketing strategy in response to the impact of 
film on tourists’ image of the country. It begins with an investigation of Thailand’s 
tourism and film organisations and their responsibilities for destination marketing for 
both tourism and the film industry, followed by their strategy of using film as part of 
their marketing activities and how they maintain the accuracy of destination image.
There are two organisations which are responsible for promoting Thailand as a tourist 
destination and a film location for international film production. One is the Tourism 
Authority of Thailand (TAT), the other is Thailand Film Office (TFO). The TAT has 
been responsible for destination marketing since 1960. TAT was also involved in 
promoting the country as a location for international film locations until 1999 when 
the Thailand Film Office (TFO) was established under the Department of Tourism 
Development, part of the Ministry of Tourism and Sport. TFO’s major responsibility 
is to promote and monitor international film productions in the country. Both
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organisations play potent roles in implementing a proactive marketing strategy in 
response to the impact of film on tourists’ image of the country.
Prior to the production of The Beach in 1999, TAT had a proactive strategy of 
approaching film production companies at the pre-production stage. The first Director 
of the Thailand Tourism Organisation (TTO), the former name of TAT, made a 
strategic approach to the director of The Man with the Golden and invited him to
visit Thailand’s beaches and the Phang-nga Island. The TTO fully cooperated with the 
film production company and facilitated the production of the film, as a local film 
producer who worked on the production of The Man with The Golden Gun revealed:
‘The first director o f  the TTO had fully coordinated with Albert Broccoli, the 
producer o f James Bond because he knew that the James Bond films were 
mostly shot in the foreign countries with different scenery. So he contacted 
Albert and invited him to make the film here. Albert accepted and he decided 
to use Thailand as the location although not fo r  the whole movie, they were 
fairly important sequences. ’ (FP1/S2)
This research has found that the issue of invitations to film directors to visit the 
country at the pre- production stage is a very effective way of promoting the country 
(Hudson and Ritchie, 2006b and Beeton, 2005). The Director of TTO also negotiated 
with the film producer to credit Thailand as the source of locations used in the making 
of the film. Having been credited as a location for the film, the TTO has since used 
the James Bond film as a ‘hallmark event’ to access a wider field of potential tourists 
around the world (Riley and Van Doren, 1996). As a consequence, the film has 
increased tourists’ awareness of the country (FP1/S2,G01/S2). The TTO 
simultaneously promoted the country’s image according to representations in the film. 
Thailand’s beaches became primary tourist attractions after the release of the film in 
1974 and the distinctive film location of the ‘James Bond Island’ (in Phang-nga) has 
become an iconic attraction.
It is evident that the TTO’s first proactive approach to the director of the James Bond 
film has resulted in a growth of international film productions in the country. Thailand 
has since been used as backdrop for a number of Hollywood films. Examples include
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The Deer Hunter (1978), Good Morning Vietnam (1987), The Killing Fields (1984) 
and James Bond: Tomorrow Never Dies (1997). However, it is apparent that these 
films used Thailand to represent its neighbouring countries for example Vietnam and 
Cambodia. The interview with marketing officers from the TAT suggests that the 
TAT has not employed these films as part of their marketing activities because they 
mostly feature negative images such as the Vietnam War and civil war in Cambodia. 
These representations are clearly not beneficial to Thailand’s tourism industry. The 
repetitive representation of Thailand as backdrop for Vietnam War films has, in fact, 
come to dominate many tourists’ perception of the country and distorts their image.
The TAT therefore has implemented a marketing strategy to modify Thailand’s 
image. Having realised that tourists’ prominent image of Thailand from watching The 
Man with the Golden Gun, is one of beaches and the ‘James Bond’ island, TAT still 
maintains the positive image of Thailand as a beach holiday destination. In a separate 
initiative, the TAT has also appointed The Future Brand, a private brand creation 
company, to identify Thailand’s most unique attributes in order to position Thailand 
as a destination in the South East Asian market segment (G03/S2). The Future 
Brand’s research has found that the friendliness of Thai people has become a 
dominant attribute of the country’s image (TAT, 2009). In response to this research, 
the ‘Thainess’ concept, which aims to emphasise the warm hospitality of Thai people 
and Thailand’s historical and cultural heritage was therefore introduced in the TAT’s 
2009 ‘Amazing Thailand’ marketing campaign. TAT believes that the ‘Thainess’ 
concept can make the country distinctive as a destination in South East Asia and 
successfully modify Thailand’s image from the distorted image which formed in the 
minds of many tourists as a result of its use as a backdrop for films which featured the 
Vietnam War and Cambodia.
Besides the implementation of Thailand’s marketing strategy of responding to the 
effects of films, the Thailand Film Office (TFO) has developed a role of monitoring 
the production of international films within Thailand in order to reduce the negative 
impacts on, and possible distortion of, Thailand’s image. International film companies 
must now obtain permission from the TFO in order to make films in the country. 
Film scripts must also be overseen by officers and must not include negative or 
inappropriate statements regarding Thai culture. The director of TFO has reflected:
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‘By the regulations, our Thai society is concerned about many trivial things. 
We do not open ourselves freely like some countries. When they [film 
companies] come here, I  will provide them with a guide book. When they make 
a request fo r  permission, they need to have an approval o f the scripts and 
story board. This is like censorship. However we try not to change their 
scripts. Sometimes, they may do something wrong because they do not 
understand our culture. Therefore, we have to understand their objectives as 
well. We are not a censor but we are their facilitator. ’ (G01/S2).
In the context of the production of The Beach, whose script features drug culture in 
Thailand, the TFO negotiated with the directors to depict the island location as an 
imaginary one.
Also, the TFO has acknowledged the ‘hall mark event’ effect of the film. It has 
cooperated with major local film production companies which have worked with 
international film production projects to promote alternative film locations within 
Thailand, for example in the North Eastern part of the country. The TFO has not only 
aimed to encourage the film industry in those areas but also to broaden Thailand’s 
tourist image which, until now, has been narrow and partial. However, it is reported 
that this strategy has not been practical as film locations are mainly based on film 
scripts which are ‘the Bible of the film production’ (FP2/S2). Film directors have 
tended to select locations which are closest to the actual places featured in the film 
scripts.
Films are not produced for the purpose of promoting tourist destinations, so 
destination marketers have used them as part of their destination marketing activities. 
Thailand’s proactive destination marketing strategy in response to the impact of film 
has theoretical and practical contributions. First, the establishment of two separate 
organisations to be responsible for different industries underpins Harvey’s (1993) 
concept of multiple practices of the place. A place can be used by multiple social 
practices. For example, on one hand Thailand is a tourist destination which involves 
various tourist businesses in response to the needs of tourists who stay at the 
destination. On the other, it is a location for films which is part of the entertainment
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industry. Thailand’s image has been split into two facets: a tourist destination or a 
film location. However researchers of film tourism (Beeton, 2005: Grihault, 2003) 
have found a link between these two facets of the destination that film can create 
iconic tourist attractions and encourage tourist visits to destinations. This research has 
found that the entertainment aspects of the destination have distorted and weakened 
the destination’s identity. The destination has been used as representations of other 
countries and imaginary settings. TAT’s marketing strategy has reflected the struggle 
to maintain Thailand’s identity by introducing the ‘Thainess’ concept in its recent 
marketing campaign. Likewise, the TFO’s regulations have been used to address the 
attitude of film companies that ‘Thailand can be anywhere’.
The TAT’s strategy of proactive approaches to film directors is an efficient way to 
promote the country as a film location. The TAT practice has echoed Hudson and 
Ritchie’s (2006b) model of using film as marketing initiative. Film is able to 
communicate places’ attributes to a wider field of potential tourists with no time 
limits and a low investment. However, this research finds that this practice has a 
weakness as Hall, 1992 and Riley et al, 1996, maintain, film is an uncontrollable 
marketing activity. Destination marketers cannot negotiate with all film directors to 
present the country in the most desirable and beneficial way for the country’s tourism 
industry. To counter this, an independent organisation, for example TFO in the 
context of Thailand, should be established in order to supervise film production 
within the country to ensure that films do not include inappropriate content which 
may be detrimental to the country’s image and identity. A post-release marketing 
strategy is therefore needed to help modify any negative influences on destination 
image from each film.
Destination marketing has aimed to promote the country for tourists and film has been 
used as a part of these marketing activities because of its visual impact and ability to 
access a wider audience and influence their perception of a destination. However, it 
must always be remembered that film is essentially an entertainment and art-oriented 
industry which obviously has different objectives from the tourism industry. Thus, 
advance publicity used to promote films contains different agenda to tourism 
marketing. The following part discusses the competing agenda between film and 
destination marketing.
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6.1.3 The competing agenda between film marketing and destination 
marketing
‘They considered the stories and the scripts first, not ju st beautiful location. 
They think differently. We focused on the beautiful sceneries and locations that 
we aimed to promote, but they didn ’t. ’ (FP2/S2).
In a similar way to destination marketing, film marketing is aimed at attracting the 
attendance of potential audience members and, ultimately, to influence their decision 
to buy either a ticket to view a particular film at the cinema or buy a DVD to watch it 
at home. Film’s advance means of publicity, such as pre-release posters and DVD 
cover is produced to create anticipation as well as to inform the public about the genre 
and themes of a particular film. Sadly, due to the fact that The Beach was screened at 
cinemas in 2000, access to pre-release film posters and the DVD is now limited. 
Two versions of promotional film posters and one version of the DVD cover were, 
however, available when this research was conducted. This part o f the chapter 
investigates their meanings and messages which compete with Thailand’s destination 
marketing.
Figure 6.2: The Beach movies posters
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Figure 6.3: The Beach 2001 DVD cover 
The anticipation of actions and location
Both film posters suggest that The Beach falls within the adventure/drama film 
genres. The prominent positioning of beaches in both posters implies that they are the 
inspiration and motivation behind the journey of a young western man (DiCaprio) in 
search of a paradise on earth. It has been suggested that the concept of ‘paradise on 
earth’ can be to people’s suffering during World War I (Lencek and Bosker, 1998). 
Ever since the World War I ended, warm and beautiful beaches have been associated 
with popular holiday destinations in the minds of western people. The desire for a 
warm and sunny beach and the idea of the ‘desert island’ has been re-presented in The 
Beach's posters and perhaps further reflects the idea in western minds of a search for 
a secret beach paradise which grew from the desire to seek a haven from the misery of 
the wartime experience and the ugly modem life (Weber, 2008).
In contrast to the vivid impression of the beach, the dark image of the film star 
conveys a theme of conflict between man and nature. On the DVD cover, the image 
of the young western man (DiCaprio) is dominant, perhaps reinforcing the concept of 
man’s supremacy against nature. Yet a terrified look and the image of scattered palm 
leaves, reinforced by the dim light, suggests a sense of man’s alienation and his 
attempt to survive in a hostile and unfamiliar environment. However, these visual 
images can create a multiplicity of interpretations. Thus, the taglines, ‘Somewhere on 
this planet, it must exist ’ (on the posters) and ‘The innocence never lasts forever (on 
the DVD cover) are introduced to strengthen the central dramatic theme of an
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adventurous and exciting journey to a secret island paradise and the hint of a loss of 
innocence on the joumey.
Although there is a glimpse of beautiful and warm beach, the visual images are not 
directly attributable to Thailand. The image of the beach in both media can be 
interpreted as ‘anywhere’ where it is warm and sunny (TOU25/S3). In contrast with 
the specific marketing of Thailand as a destination, the concept of ‘it can be 
anywhere’, exemplified here weakens Thailand’s identity. Also, the negative theme as 
conflict between man and nature in a hostile environment clearly threatens Thailand’s 
marketed image of the land of friendly locals and warm hospitality. This illustrates 
well the different objectives of film marketing and destination marketing. Whilst film 
marketing aims to create anticipation on the basis of the promise of action and 
obscurity of the place, destination marketing aims to derive credit from the country 
being used as a film location.
The guarantee of quality performance
The major objective of film marketing is clearly to maximise the volume of ticket 
sales and revenue. Audiences, on the other hand, want to obtain value for money 
when they buy cinema tickets. Thus, film advertisements must emphasise the quality 
of the film, both in terms of the standard of performances and the production of the 
film. Film posters and DVD covers must therefore provide suitable information about 
film stars and film directors to attract audiences with a guarantee of quality 
entertainment on the screen. Film publicity must be able to influence positively 
audiences in their decision making processes.
Casting and film stars are potent in the film industry. The stars and celebrities become 
‘part of film commodities’ (Butler, 1998) and make the film more attractive. In the 
case of The Beach, Leonardo DiCaprio was the successful film star. He has become 
famous from his appearance in the Hollywood big budget film Titanic (Cameron, 
1998) which earned almost 1.9 billion US dollars worldwide to become the highest 
earning film in film history at the time of its release and remained so for twelve years. 
His image in the film posters and the DVD cover for The Beach underpins the 
importance of the film star from an economic aspect. The film company believed that
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DiCaprio could attract fans from his previous films and promise success in earning 
revenue. From the audience’s point of view his image offered a guaranteed promise 
of a high quality film and ‘a predictable pleasure on screen’ (Branston, 2000: 109). A 
film star is also the text which conveys meanings (Dryer, 1998, Hayward, 2006), 
DiCaprio’s image by the time of The Beach, of a passionate young man, was shaped 
by his appearences as Romeo in Romeo and Juliet (Luhman, 1997) and Jack in 
Titanic (Cameron, 1998). The popularity of his image at the time of the making of 
The Beach was such that more than 60 Japanese fans flew from Japan just to get a 
glimpse of him at the production site in Thailand (FP1/S2). The image of DiCaprio as 
a young American tourist in The Beach's posters and the DVD cover helped to 
convey an image of adventurous young western backpackers (Law et al, 2007), which 
in itself helped to identify the film’s target audience-young people for whom the 
backpacking experience of travel is appealing.
The identity and reputation of the film director is also central to the success of the 
film and, in the case of The Beach, the film’s well-known director promised audiences 
a guaranteed box office success. Danny Boyle, a British film director, was already 
well known at the time The Beach was made (Webber, 2008). Although his earlier 
films were mostly small budget affairs, they were well received by film critics and 
cinema-goers, particularly his second film Trainspotting (1996) which involves drug 
culture and violent scenes in a big city, themes which Boyle re-visited in The Beach, 
albeit in Thailand rather than the UK. The Beach was Boyle’s fourth film and 
presenting his name on the posters and the DVD cover ensured that the film offered 
audiences the promise of an artistic, imaginative and witty film as well as a high 
quality production.
The film company’s emphasis on the image of DiCaprio and reputation of Boyle in 
The Beach's pre-release publicity material had contrasting implications for Thailand’s 
image as a tourist destination. Even though no direct reference to Thailand was made, 
Boyle’s reputation, which had been established in Trainspotting, hinted at depictions 
of the darker side of human nature and a hostile environment in the film, which were 
unlikely to be beneficial to Thailand’s image. The appearance of DiCaprio, however, 
in the pre-release publicity material was likely to be beneficial for destination 
marketing because of his ability to attract fans from around the world. His popularity
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and stardom at the time of the film were seen as potentially powerful elements in the 
promotion of Thailand as a popular destination for young people. However, since the 
film was released in 2001, no empirical evidence has emerged to confirm whether 
DiCaprio had any influence on the volume of tourists visiting Thailand.
6.1.4. Conclusion
This part of the chapter discovers that the influence of film on Thailand’s image as a 
tourist destination began several decades before the release of The Beach. Before The 
Beach was screened in 2000, tourists’ image of Thailand had been formed by its 
appearance as a backdrop in two successful Hollywood films, James Bond: The Man 
with the Golden Gun and The King and I. Moreover, the time that has elapsed since 
these films were made or watched does not appear to have affected tourists’ memories 
of the films; their locations, settings storylines and cinematography remain influential.
Film has been recognised by destination marketers as a hallmark event which can 
access more potential tourists with a relatively low investment. It has been used as 
part of destination marketing. This research has, however, found that the 
representation of a destination in films is not necessarily always beneficial to 
destination marketing. Film can create many different images of a destination, some 
of which may ultimately present a distorted or weakened image of the destination. 
The proactive destination marketing of tourist authorities during the pre-production, 
pre-release and post-release stages of a film is an essential response to the potential 
effects of film on the process of shaping tourists’ image of a destination.
It is obvious that the film industry’s objectives are oriented by profit, entertainment 
and artistic merit and that there is often a competing agenda between the mediated 
image and projected image of the destination as revealed in The Beach advance 
publicity and TAT’s marketed image. The advance publicity material for The Beach 
portrayed both the positive imagery of a ‘paradise on earth’ and the contradictory 
negative imagery of the dark side of human nature. These concepts have not been 
entirely beneficial to Thailand’s image. The next section ‘On Screen’ investigates the 
influence of the various elements of film on tourists’ interpretation of the destination 
and their behaviour at the destination itself.
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6.2 On the screen
This part of the chapter discusses roles of film on tourist imagination and their 
interpretation of a destination. This draws upon the dominant themes emerging from 
the tourists interviewed (see Appendix K). They are presented here under three 
headings. The first is Film and virtual travel which draws upon the following themes: 
‘Nostalgic reminiscence of one’s holiday experience in Thailand through The Beach’, 
'The Beach and tourists’ intensity of expression and joyous recognition of their 
holiday experience in Thailand’, 'The Beach and one’s private space’. The second is 
Film and glamorisation which is developed from the theme of 'The Beach and 
tourists’ intensity of expression and joyous recognition of their holiday experience in 
Thailand’ and the category of ‘The influence of film elements on tourists’ images of 
Thailand’. Lastly, Partial and distorted representation of destination image drawn 
upon three themes which are ‘The representation of Thailand in The Beach ‘The 
representation of Thai people in The Beach’, and ‘The secret paradise and paradise 
lost’. Tourists’ existing image and marketed image of the destination and the semiotic 
analysis of The Beach publicity are also used as references for the discussion.
6.2.1 Film and virtual travel
The concept of virtual tourism is illuminated by Urry’s (1990) notion of virtual 
mobility which implies an ability to have travel experience without physical 
movement. This experience is based on tourist’s visual consumption. Places and 
objects of the tourist gaze are mobilised and revitalised by the visual culture of 
tourism for example travel brochures, postcards, television, film and travel websites. 
Virtual travel, in the context of this research, refers to Urry’ s notion of virtual 
mobility and Turner’s (1993) cinematic experience that film offers to virtual sensation 
to armchair tourists (Strain, 2003). This early research finds that film is virtual 
transport providing tourists with virtual spatial and temporal mobility (Friedberg, 
1994).
The findings have suggested that The Beach reinforces tourists ‘moment of 
reminiscence of past holiday experience and transports them to virtually back to the 
time they visited Thailand. The tourists interviewed highlight the audience’s
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identification with the film characters that are also depicted as tourists in the film. The 
cinematic experience providing realistic image and narrative style (Turner, 1993) 
allows audiences to develop self-identification with film characters. The screen turns 
into a mirror that reflects their holiday experience and portrays familiar places where 
they have been. Tourists’ travelling experience within Thailand is re-presented by that 
of Richard’s. Tourists recollect their travel experience and places. The recollection 
process takes place when tourists compare their travel experience with that of the 
characters. Tourists develop empathy with the characters’ travel experience (Kim and 
Richardson, 2003) which leads to the state of losing their egos temporarily (Mulvey, 
1989). The virtual travel in the past, however, only takes place temporarily when 
tourists encounter the film diegesis. They put themselves into the same situation as 
Richard and travel back in time with him. One respondent reflected the recollection 
moment of his travel experience in Bangkok for the first time;
‘I t ’s just lively and fun. I t ’s entertaining to see and all these people and the 
smells and the sounds and these guys that sell you everything and the 
sunglasses salesmen and the guys that jump up and kind o f  try and sell you 
stuff and all the sunglasses and electric shops and all these clothes that are fo r  
sale its just it did remind me o f being out there a little bit yeah. ’(TOU14/S3)
Moreover, a mix of real landscape and cinematographic works (Carl et al, 2007) blurs 
the boundary between the fantasy world (a wish to have an adventure holiday 
experience again) and the reality (the present time). At the moment of recollection, 
the tourist plunges him/herself into the fantasy with the character. Another respondent 
saw himself in the past and recalled a vivid image of himself walking in the 
backpacker area of Bangkok (see Figure 6.4). The image of DiCaprio as a young man, 
Richard, in the cinematic world mirrors the respondent younger self. It can be argued 
that film does not only visualise the memories of tourists, but it also revitalises them 
by the character’s performance, light, sound and camera angles. These elements of 
film appeal to all tourist senses; hearing, smell, and sight (Crawshaw and Urry, 1997). 
They create a lively atmosphere of the place and a realistic travel experience.
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Figure 6.4: DiCaprio at Khoasan Road, a backpacker area in Bangkok
Tourists’ memories of ‘their young selves’ have morphed into Richard. As Gillis 
(1994) argues, memories are called upon to serve purpose and as people always revise 
their memories to suit people’s identities, film has become a caller of tourists’ selves 
and identities that have faded over time. The Beach reverberates touristic memories 
which have already become embodied in townscape and landscape that they have 
already visited. The scene depicting the backpacker lifestyle recalls the respondents’ 
‘younger se lf when they had the same lifestyle in Thailand. The same respondent saw 
his younger self shadowing Richard in Khoasan Road. Another male respondent 
recalled as he pointed to his favourite scene;
‘So yes, I  looked at the characters and thought I  used to look like that, I  still 
do to a certain degree and I v e  still got the clothes. The backpacking 
experience very much so, it is like when you go there with all your rucksack 
and everything. As soon as you get o ff the plane you get blitzed, you know you  
come here just like the scene where he was coming out. ’ (TOU24/S3)
Moreover, the recollection of past holiday experience through film elements and 
tourists’ self-awareness constructs touristic memories which intertwine with their 
image of their travel experience in Thailand. The research has two images of travel 
experience. One is the adventure travel experience; the other is the relaxing holiday 
experience. Respondents’ images of the adventure travel experience are illustrated by
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adventure elements in their favourite scenes. These scenes portray encounters of 
cultural shocks, unfamiliar and hostile environments. One respondent’s favourite 
scene disclosed an anticipation of adventure and the real encounter of an unfamiliar 
environment:
7 saw at the beginning o f the film, Richard was very excited because he kept 
saying it’s a long journey 16 hours and I  remember that the long journey, the 
excitement and the anticipation o f  getting there. When you come from a cold 
country and you land, it was very cold when I  left in January. When I  landed 
in Bangkok, it was hot but it was a wonderful heat. ’ (TOU38/S3)
On the other hand, some respondents selected the scenes of beautiful beaches on the 
secret island which depict the relaxing holiday image. These scenes convey the 
utopian aspiration of travel (Crouch et al, 2005) and an escape from a mundane daily 
life. With the ability to mobilise landscape (Strain, 2003), film brings tourists 
temporarily back into the location that they have already experienced. It is the 
moment when time has elapsed; however, tourists’ reverberated memories envision 
their image of holiday. For example another respondent expressed her moment of 
sitting on the same beach where Richard sat (see Figure 6.5):
‘That scene, that made me smile because, you know, I ’ve been there probably 
sitting there smoking and a group o f  people would come and sit and chat and 
we would make friends ’ (TOU36/S3)
Another expressed:
‘Yes... seeing that scene is a reminiscence o f  what happened in the boat trip 
because Tve been to that island and it was so amazing. I  remembered seeing 
that rockformation before we took the boat out to go fishing. ’ (TOU7/S3).
The tourists’ images of their past holiday experience and as a result of having virtual 
travel with The Beach’s characters outlined their image of Thailand as well as their 
anticipated practices. They stored these images in their memories and used them to 
negotiate when re-encountering with the mediated image of a destination and tourist 
practices which are discussed in ‘On location’.
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Figure 6.5: The pristine secret beach
Besides the ability to transport tourists across time, The Beach provides tourists with 
virtual spatial mobility in Thailand. Thailand is presented to audiences/tourists by the 
point of view of Richard’s corporeal mobility which is displaced in Urry’s virtual 
mobility. The story which substantially concerns the journey of a young traveller to 
the main tourist area of the country combined with the camera works means that The 
Beach mobilises Thailand’s landscapes and townscapes as well as unveiling the 
country’s contrasting characteristics. Travelling with Richard in the cinematic world, 
audiences and tourists have virtual travel experience in Thailand which interconnects 
with their construction of the cinematic tourist gaze.
The Beach employs Richard as a homodiegetic narrator (Stam, et al, 1992) who tells 
the story of his journey in Thailand. This type of narration style reinforces the sense 
of realism which allows audiences to associate their experience with the 
narrator/actor. Richard’s travel experience is a replica of a traditional backpacker 
travel style. Following Richard’s corporeal journey involves a virtual travel 
experience in backpacker’s area in Bangkok. The Khaosan Road, which is well 
known as a backpacker melting spot in Bangkok, is presented to audiences/tourists 
through point of view shots and camera panning which imitates Richard’s eyes 
movements (see Figure 6.6). These shots encapsulate Richard’s overwhelming feeling 
of the heat, cultural shock, over crowdedness and business of the area. The 
movements of the camera and the moving images result in the virtual movement of
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the audience/tourists (Gibson, 2006). This virtual movement concretises the intangible 
characteristics of the area for example excitement, adventure and unpredictability. 
These characteristics become the prominent image of Bangkok and have made 
Khoasan Road a world renowned backpacker area (G02/S2).
« •« «  ON ON HOTEL
Figure 6.6: The scene of Khoasan Road, Bangkok
Apart from the virtual sightseeing at the backpacker area, Richard’s journey 
demystifies the life-style and the mentality of the backpackers. Following McCannell 
(1976), the sequence of Khoasan Road stages the backpacker enclave in Thailand for 
example their life-style and their uniform as one tourist interviewed echoed:
‘You do take on that backpacker mentality, the way you dress. It is like a 
uniform fo r  a backpacker. I  used to look like the characters in the film. I  used 
to do what he did, walking along the road, eating that kind o f  food. ’
Richard discloses the prosaic aspect of backpackers who were once contrasted with 
mass tourists who travel in big groups. These backpackers attempted to do different 
things from what they normally did in their home countries. Within the enclave, they 
end up doing the same thing for example staying in the budget hotels or guesthouses, 
using local travel agencies and travelling to the southern part of the country for 
beaches. Another respondent supported this:
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7 think The Beach was just reflecting the situation that is already there, except 
the existence o f the beach itself There are a lot o f backpackers in Khoasan 
Road and they all make their ways to Surathani. They all take the public 
transport; public transport in Thailand is very good. ’ (TOU5/S3)
The Beach suggests they are ‘place consuming backpackers’ (Law et al, 2007:145) 
who ‘multiply in numbers’ and are ‘eating up the whole fucking world’. Respondents 
consider the backpacker life style and their destinations, as depicted by Richard, as 
clichéd and no longer challenging.
Film sequences of Khoasan Road escalate audiences/tourists anticipation of an escape 
to an unspoiled non touristic place. Richard is given the map to the secret island by 
Daffy, a maniac Scotsman. Richard invites the French couple to help find the secret 
beach. Richard and the French couple start the journey from Bangkok to Samui Island 
and to the secret island where the pristine beach is located. The sequences of their 
journey to the beach provide audiences/tourists virtual experience as well as created a 
cinematic gaze. Their journey includes various modes of transport, for example a 
train, a local truck, a ferry and a private hire boat. The camera track following the 
movements of these transports reinforces audiences/tourists’ virtual travel experience 
whilst in fact, they are immobile. During the journey, audiences/tourists have ‘a 
cinematic travel glance’ (Gibson, 2006: 172) of conventional backpackers’ 
destinations i.e Samui Island which Boyle has intentionally depicted as stereotypical 
tropical beach, crowded with middle-aged western male tourists and colourful 
parasols in order to overtone the forbidden island in the later sequences.
The sequence of The Beach in which Richard and his company have arrived on the 
pristine and idyllic beach astonishes audiences/tourists with the panoramic view of the 
secret beach which is enclosed by the rock formation. The camera traces out a circular 
panorama imitating the movement of an individual’s surveillance of a scene 
associated with the illusion of the audience’s motion. The scene encapsulates the 
moment of gazing and vicarious experience whilst watching the film. The stationary 
long shot of the beach (see figure 6.7) identifies the spectacular sight that tourists seek 
to gaze upon. This shot underlines Strain’s (2003) cinematic gaze which cinematic 
apparatus has achieved in delivering audience visual pleasure and at the same time ‘an
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illusion of materiality’ (’A l l ) .  Tourists interviewed illustrated this pleasure of gazing 
and vicarious experience:
Figure 6.7: The secret beach
7 thoroughly enjoy myself standing you know on the beach or the area like 
that and ju st shocking and thrilling, it is ju st an outstanding sight. It looks 
beautiful on film  I ’m sure it looks even better on the cinema but actually to be 
standing there in it. Oh my god! Places exist like this and the lonely planet. 
How wonderful and it is the absolutely fantastic. ’ (TOU13/S3.)
Moreover, The Beach highlights the undiscovered natural beauty in Thailand and 
suggests that the country still has beautiful and peaceful beaches as discussed in the 
next section. With the combination of stunningly beautiful scenery and an 
adventurous story, The Beach has pulled out the hidden characteristic of Thailand’s 
beaches and alternative types of holiday experiences. As a consequence of having 
virtual travel experience and visual pleasure, the film helps to construct the iconic 
attraction which is the beach location as well as familiarise it with potential tourists by 
virtual experience.
In conclusion, film has abilities to transport audiences/tourists to travel back in time 
and space. The virtual temporal travel experience takes place whilst audiences/tourists 
watch the film. The Beach's cinematic apparatus i.e camera movement, performance 
of actors, story and cinematography provides audiences/tourists with a cinematic 
experience which allows them to identify themselves with the characters and the 
camera lens. Respondents’ previous holiday experience in Thailand is essential in
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enabling them to have a virtual temporal travel experience. Audiences/tourists have an 
empathy with the characters and plunge themselves into the world of film. This 
moment is referred to here as the recollection moment when audiences/tourists 
identify themselves totally with the characters and are present on the screen with 
them. It is also the moment of self-awareness which reflects their preferred holiday 
experience. On the other hand, with the ability to mobilise places in watching The 
Beach, audiences/ tourists have a virtual spatial mobility. The realistic presentations 
of places in motion enable audiences/tourists mobility and enhance vicarious 
experiences. Whilst moving scenery and objects offer them a cinematic glance, the 
stationary shots construct the cinematic tourist gaze. The recollection moment and the 
vicarious travel experience as a result of encountering The Beach are essential for the 
formation of the tourists’ image of their holiday destination as touristic memories are 
called for to reconstruct the image.
6.2.2 Film and glamorisation
This part of the chapter explores the influence of film elements: the characters, 
setting, cinematography and story, on the tourist image of Thailand. It comprises three 
themes which are ‘the intensity of expression and joyous recognition of their holiday 
experience in Thailand’, ‘the influence of film cinematography and setting on tourists’ 
image of Thailand’, and the influence of film characters, stars and storyline on 
tourists’ image of Thailand and their behaviour’. All are interwoven and are 
referential to each other. They relate to the glamorisation of the experiences which 
here are dealt with two broad headings. The first is the glamorisation of the tropical 
beach which effectively links to the theme of the influence of cinematography and 
location on tourists’ image of Thailand. Second is the glamorisation of hedonistic 
tourist practices which relates more closely to the other themes.
Glamorisation of tropical beaches
As discussed in ‘Behind the Scenes’, the Thai local film producer who worked for 
The Beach project suggested that the director of The Beach selected Maya because it 
has features that match the description of the location in the original novel. The 
implication of selecting Maya beach as the film set is the director’s interpretation of
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the setting in the novel that influences selection as well as the cinematography. 
Tourists interviewed who watched The Beach reflected that cinematography and the 
selection of film location glamorise the beauty of the tropical beaches which are 
found in Thailand.
In the original novel of The Beach (Garland, 1996), the secret beach is on an 
imaginary island based on the author’s imagination of an unspoiled pristine beach and 
his own travelling experience in Thailand. The geographical landscape of the island 
and the beach are therefore a combination of Thailand’s actual beaches and islands 
and an idealised western image of a beach paradise. Whilst the novel allows readers 
the opportunity to exercise their imagination of a paradise island, the film re-presents 
the author’s image of tropical paradise through the director’s interpretation, frames 
and shots. Boyle’s interpretation of a perfect paradise beach required an alteration to 
Maya Bay’s physical environment. The beach was bulldozed in places and coconut 
trees were planted (Cohen, 2005) to make it look a more idealised western image of a 
tropical beach paradise. The alteration of the beach landscape reflects Hayward’s 
(2006) argument about auteurism, in which the director plays a substantial role in the 
production of the film and in meaning making. Also, The Beach cinematography 
selectively portrayed certain parts of the Maya Bay which visually correspond to the 
characteristics of the idealised tropical beach. The use of a long shot of the beach and 
a bird’s eye view shot of the island were aimed at portraying the serenity and vastness 
of the beach and seclusion of the island. The cinematography conveys the long­
standing colonial depiction of a tropical beach (Law et al, 2007) which does not 
necessarily correlate with Thailand’s actual beaches. These cinematographic 
techniques reinforce Moore’s (1993) notion of the predominant influence of the 
camera and the director on the audience’s gaze. Moore suggests that film audiences 
are submissive and their gazes are controlled by the vision of the director and the 
camera.
Indeed, Turner (1993) maintains that film is a cultural product as well as an art form 
(Bordwell and Thompson, 2004) which reflects social ideologies. In this case, The 
Beach echoes the idealised western image of an untamed tropical beach which also 
relates to the image of an escape to warm and sunny beaches in the Caribbean 
(Lencek, and Bosker, 1998). It is apparent that audiences/tourists’ views of tropical
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beaches have been shaped by the film and cinematography and the director’s 
interpretation of The Beach’s setting in Thailand. The tourists interviewed indicated 
that they had inherited an idealised image of tropical beaches, as one respondent 
expressed it when he saw the arrival sequence:
Tt shows that i t ’s very beautiful and quiet, an untamed place that you can 
acp/ore. ' (TOC/2 ^ ^
Another reflected:
Tt is supposed to be a deserted beach. But I  think it did portray it quite well I  
think it was that kind o f  serene and relaxing, you know blue sea and white
jaw. (Toc/za/M;
Tourists recognised that the cinematography and the alteration of location imply the 
characteristic of an idyllic tropical beach which has already been embedded in their 
consciousness. The Beach is its mirror image or a glamorised image of the tropical 
beach. Tourists interviewed suggested that they were aware of the difference between 
the fantasy of the cinematic world and reality, acknowledging that such an unspoiled, 
isolated island and idyllic, pristine beach, which had escaped invasion by the tourist 
industry, can only be found in film. For example, one respondent argued:
7 think there are parts o f it that have clearly been fiddled with but I  think that 
bit is particularly accurate, you just sit there and think wow it is amazing. The 
sad thing is you often go on your trip with a whole boat load o f  people so you 
don’t have it to yourself. (TOU.36/S3)
The statements of the tourists interviewed support Crouch, et al’s (2005) argument 
that media audiences are not submissive and that, in fact, they dispute the film image 
as a result of their own experience and knowledge of Thailand. This supports the 
suggestion (Mulvey, 1989) that audiences often find featured film un-convincing. 
Audiences/tourists have always been aware of the differences between reality and the 
over-exaggeration of reality in the cinematic world. These respondents accept that The 
Beach's, cinematography and selection of the location prominently highlight the 
beauty of Thailand’s beaches which are pristine and idyllic. However, based on their
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existing images of Thailand, the film exaggerates the beauty of Maya Bay using 
cinematographic techniques and the selection of the shots. Some respondents noticed 
that special cinematographic techniques were used which made the location look 
more glamorous, for example one noticed that the film enhanced the colours of the 
sea and the sandy beach:
7 thought it must be that they ve coloured it or it can’t be that green and blue ’ 
(TOC/7
Another respondent reflected that the beautiful scenery had been enhanced by 
Computer Generated Image software:
‘It is as beautiful as some o f those even though I  think they are CGI enhanced 
pictures. I  mean at Phi Phi Lay Island the water is just the greenest you ve 
ever seen ’ (TOU36/S3).
Despite the use of filming technologies, tourists interviewed agreed that Thailand’s 
beaches, especially Maya Bay are impressively spectacular. The cinematographic 
techniques reinforce the beauty of the beaches and re-present them in a hyper-realistic 
way in order to create a cinematic experience which blurs the boundary between 
reality and fantasy.
In this context, this research supports Crouch et al’s concept of tourists’ negotiation 
with the media which is opposed to the screen theory. Tourists are aware of the 
limitation of film image and the influence of the directorship and that their visions of 
the world have been framed by the camera. However, the individual tourist can call 
upon his/her own knowledge of their holidays at the destination. These images play a 
potent role in justifying the selection of what they should believe on the screen. 
Audiences/tourists ostensibly see beyond the screen, as one tourist interviewed 
recalled:
‘They are very clever with the camera view and the camera photography is 
very clever in the way that they find  quiet places to film  and luxury spots. They 
are very clever in how they shoot things, like they will get a palm tree and a
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girl on a beach and the blue sea and the white sand. But just one metre outside 
o f the cameraman is a hotel and an internet café and a crowd’. (TOU2/S3)
This tourist observed the buildings and accommodation beyond the screen and even 
behind the scenes. Audiences/tourists understand the primary objectives of film 
making which are to entertain audiences and to reflect some part of a reality. Tourists 
reflect that the cinematography, despite the use of computer technology, reflects the 
beauty of the beach and strengthened audience appreciation of Thailand’s beaches. 
Tourists who watched the film enjoyed visual representations of scenery on the 
screen. The tourists accepted that the beach landscape had been over-glamorised by 
the cinematic apparatus. This research also found that amongst four elements of film, 
the cinematography and the selection of setting are the most influential on tourists’ 
image of Thailand.
Accordingly, the glamorisation of the film location has positive impacts on their 
images of Thailand. As a form of art and entertainment, The Beach offers 
audiences/tourists the intensity of pleasure and joy (Mulvey, 1989) and vicarious 
experience (Kim and Richardson, 2003) which on the other hand creates familiarity 
with the place and the anticipation of being out there again. A majority of respondents 
revealed their desire to revisit Thailand. For example, one respondent stated:
‘When we watched the film and we were really much more enthusiastic and we 
saw it in a different light. We wanted to go to places where no tourists were 
and where it was completely natural, the beauty untouched. ’ (TOU1/S3)
And another anticipated:
‘How do I  feel? I  feel I  wish I  was there. You know, it is a lovely feeling. For 
me, i t ’s really, really relaxing’. (TOU7/S3)
Bearing in mind that film includes moving pictures which are equipped with sound 
and dialogue, it helps reinforce a vitality of tourist imagination of the place. It 
functions as visual culture of tourism that captures tourists’ emotions in relation to the 
place (Morgan and Pritchard, 2000) and creates fantasy and anticipation (Urry, 2000). 
More importantly, at present audiences/tourists have more opportunities to see the
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film, for example they can buy the film on DVD and watch it at home or watch a re­
run of the film on television. As discussed in ‘Behind the Scenes’ (page 148-161), 
film has integrated with people’s daily lives and their leisure activities. This increases 
film audiences/tourists’ familiarity with the film and the location and their 
anticipation of visiting the film location. The tourists’ familiarity with the place and 
their anticipation has two consequences: one is construction of touristic signs of the 
place (Rojek, 1997); the other is formation of audiences/tourists’ image of the place 
(Butler, 1990).
The two elements of The Beach have created the glamorous representation of 
Thailand’s beach which has become an index or a marker of the attraction. Tourists 
interviewed reflected that the glamorised beach heightened tourists’ anticipation of 
visiting and re-visiting the location as some respondents expressed their wish to 
revisit Thailand’s beaches (TOU14, 15,39/83). More importantly, the film emphasises 
the prominent attraction of Thailand and directs tourists’ experience on location as 
tourists interviewed echoed:
7 mean I  think all the scenery attracts people to Thailand. People like the 
beach and this sort o f thing and sea. They 11 say ‘ Yes... that's beautiful. I  
must come and visit. ’(TOU7/S3)
And another reflected:
7 suppose I  did recognise it from The Beach when I  was there. It is the same 
place but it was a sort o f like a tuned down version o f it. ,(TOU28/S3)
Although tourists argue with the glamorous representations of the tropical beach, they 
do not think that the beauty of Thailand’s beaches is over-exaggerated. The Beach has 
reinforced the spectacular characteristics of Thailand’s beaches as well as 
familiarising and naturalising them. These characteristics have become dominant in 
audiences/tourists’ images of Thailand.
Having recurrent exposure to familiar visuals, tourists developed their image of 
Thailand as their holiday destination. This research has shown that, from The Beach,
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tourists’ images of Thailand are associated more with a tranquil and serene tropical 
beach and a relaxing atmosphere as one of the tourists interviewed summarised:
‘It's a very beautiful place, I t ’s good holiday destination, the people are 
looking good and cool and the weather is very good. (TOU.37/S3)
Accordingly, the glamorised tropical beach underlines the hedonistic life style which 
is discussed in the next paragraphs.
Glamorisation of hedonistic tourist practices
A film storyline is influential in casting the film stars whose physical appearance and 
personality match the description of characters in the original novel. Importantly, film 
stars as actors and actress have to have the ability to masquerade as characters, build 
up a plot and convey themes. In the case of The Beach, as mentioned earlier, it drew 
its plot from a best selling novel which focused on the experiences of young 
backpackers in Thailand. The Beach’s characters and storyline glamorised the 
hedonistic tourist practices in Thailand, associated with this type of tourist.
Film stars have always been the object of the audience’s gaze on the screen (Monaco, 
2003) and have been considered media texts which convey the social ideology of each 
social group, for example race and gender (Watson, 2003). The characteristics and 
personality of film stars have a reciprocal relationship with themes and storyline. The 
appearance of film stars on the screen has brought about some social ideologies that 
film has aimed to communicate to its audience, for example an idealistic type of 
tourism in Thailand. The stars’ image is powerful in term of influencing audience 
behaviour (Tudor, 1974) because film stars have both ordinary characteristics that 
film audience can identify with and the extraordinary characteristics that they expect 
to see (Hayward, 2006).
Accordingly, The Beach’s characters represent young western travellers whose ages 
range between the mid-twenties and early thirties. Respondents No. 14 and No. 36 
pointed out that these characters are young people who have not yet had restraints 
placed upon them, for example family and children. As the main character, Richard, 
DiCaprio conveys the image of a liberal young man who is eager to experience
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adventure, as well as a desire to have pleasure and fun. His image implies a 
superficial view of young tourists as ‘travellers for pleasure’ (Cohen, 1979: 179) 
which is the main theme of the film.
Richard’s travelling motivation is associated with hedonism which is rooted in human 
desire. The ultimate goal of hedonism is to achieve pleasure (Gosling, 1969). Seeking 
pleasure has always intertwined with leisure activities and tourism experience (Carr, 
2002). Morgan and Pritchard (1996) maintain that hedonistic behaviour includes 
drinking alcohol, taking drugs and engaging in risky sexual activity. There has been 
an increase of hedonistic behaviour among young western tourists, particularly young 
American students (Ryan and Robertson, 1997). The Beach reflects an analogy of 
hedonistic life style through its characters and plot. Daffy (Robert Carlyle) and Sal 
(Tilda Swinton) represent the extreme hedonists who are involved in drug culture, 
engage in sexual adventure and erode conventional social boundaries. These two 
characters discover the secret island which is free of trouble and tedious, conventional 
life styles and establish the beach community there. The secret island becomes a sign 
of paradise on earth. In fact, all members of the beach community have a carefree, 
stress-free and worry-free life style. These characters depict hedonists who always 
have the outward appearance of being happy and beautiful. One of the respondents 
noted:
‘Also it makes you think everyone on the island is good looking doesn’t it. You 
know all the amazing bodies and beautiful people it makes it look exciting’. 
(TOU10/S3)
And another suggested:
‘Well, at the minute yeah because they all look carefree and happy, they are 
all looking good. ’ (TOU17/S3)
The life style of the characters on the secret beach glamorises the hedonistic tourist 
practice in the film as a better alternative backpacker practice. The film overstates the 
practice by using different light and colours to depict different practices. Tourists 
interviewed supported the semiotic analysis of The Beach which suggests the 
paradigmatic signs between the beach people and conventional backpackers in the
177
main touristic areas, such as Pha-Nagn Island. The beach people are always portrayed 
in bright light whilst conventional travellers are mostly portrayed in dark light (see 
Figure 6.8 and Figure 6.9).
Figure 6.8: The beach people
A young respondent in her early twenties suggested:
‘There is quite a big contrast between this part o f  the movie and then the 
beach part o f  the movie. Like this is so dark and then I  remember the scene o f  
the beach, the brightness and the colour. Everything is so great and beautiful. ’
Figure 6.9: Tourists at Pha-ngan Island
178
The depiction of the beach people gives the impression of real pleasure and happiness 
which are the ultimate goal of the hedonist. The characters’ behaviour and 
personalities glamorise hedonistic tourist practices as respondents have echoed:
7 think younger people might not see it in always a positive way. They might 
think that it looks like fun fo r  example the bright colours and parts o f  it, like 
he’s having a nice time on the beach and having drugs and everything. They 
might kind o f  think oh that’s a nice place to go but then he does have quite a 
horrible time as well doesn’t he?(TOU9/S3)
On the other hand, the dark depiction of conventional backpackers implies the 
paradox of hedonism, as the above quote suggests, when extreme pleasure gives way 
to unhappiness and destructive behaviour (Veenhoven, 2003).
However, tourists interviewed suggested that the characters and the story of the beach 
people actually represent a minority of tourists in Thailand. The characters represent a 
minor group of tourists in Thailand, specifically young western tourists who would 
deny being ‘tourists’. This supports Carr’s (2002) notion that the hedonistic life style 
belongs to residual tourist culture that has been conformed by young tourists. Shields 
(1990) and Dann and Cohen, (1991) suggest that place has become a factor which 
influences the degree of hedonistic practices, for example tourists tend to be 
hedonistic and pleasure seeking to an unacceptable degree in a beach oriented holiday 
environment.
The following respondent reflected that the hedonistic practices already existed in 
Thailand, especially on beaches and islands, based on his own experience:
W e came across examples o f a lot o f  use o f it especially on the islands like the 
island portrayed on the film. We didn ’t come across fields o f it growing but 
we were offered various types o f drugs and the rave culture. What was it the 
moon parties? ’ (TOU24/S3)
Indeed, the glamorous film stars and the adventurous story of The Beach overvalue 
the practice. One respondent accepted that the hedonistic lifestyle has become too 
extreme in Thailand:
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7 think what you more associate from Thailand more than the beach is 
wildness and drugs and abandonment without rules and I  think o f that 
association rather than beaches from the film. Drugs, fun, friends, party all 
those sort o f things. No parents ’ (T0U10/S3).
The Beach reinforces it and glamorises it with the appearance of film stars who are 
young and glamorous, for example DiCaprio as Richard and Ledoyen as Françoise.
These key film elements, the characters and the storyline, have two effects on tourists’ 
image of Thailand. First, The Beach’s characters reflects residual tourist practices in 
Thailand. This can inspire young tourists’ imagination of a pursuit of happiness on a 
beautiful, relaxing and idyllic tropical beach. Secondly, the practice of the beach 
characters is considered the extreme practice of a small group of tourists which 
overwhelms their general image of the country. As one respondent has suggested:
‘So I  thought that was quite accurate but it has the impression that the only 
thing to do in Thailand was to smoke drugs and just party basically. I  mean it 
was almost as i f  the beach was portrayed as a true paradise escaping 
Thailand you know it was almost Thailand is absolutely ruined. All people 
come here to do is to smoke drugs and but w e’ve found this fabulous beach 
which was not true as I  say and I  was getting quite cross watching it. ’
The film conveys a meaning of hedonistic tourist practice by using contradictory 
overtones: a desirable practice and an extreme selfishness which leads to conflict in 
the final sequences of the film. It suggests that hedonistic tourist practice is not 
sustainable and is actually self-destructive. All respondents admitted that their holiday 
experience in Thailand was closely related to a hedonistic lifestyle but not in the 
extreme context of the characters’ behaviour in The Beach. They related a hedonistic 
lifestyle to the context of leaving stresses at home and having a relaxing holiday on 
Thailand’s beaches.
In conclusion, this research has found that among these respondents cinematography 
and location are more powerful, among the four elements of film, in evoking tourist
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imagination and anticipation of visiting and re-visiting the destination. Camera work 
and staging locations reinforce their image of Thailand as a tropical beach paradise. It 
is apparent that tourists are not passive spectators when watching the film; in fact, 
they dispute the accuracy of many of the images presented in the film and they 
demonstrate an ability to differentiate between fantasy (the overly glamorous tropical 
beach in the film) and reality (the actual Maya Bay) using their existing knowledge of 
the destination from other films which preceded The Beach and their own holiday 
experiences.
On the other hand, the film characters and the storyline portray the practices of 
hedonistic tourists in Thailand. The tourists interviewed were clearly aware of this 
practice which they believe to be popular amongst a minority group of tourists in 
Thailand. The film stars and story exaggerate its existence and glamorise its rituals 
and activities which could possibly overcome potential tourists’ general image of 
Thailand. The next part explores the meaning of these representations of Thailand and 
how tourists have interpreted them.
6.2.3 Partial and distorted representations of destination image
The competing agenda of film production as discussed in ‘Behind the Scenes’ (page 
148-161) implies that film is not a total reflection of reality. Rather it suggests the 
selective nature of film in representing reality and social concepts. Accordingly, it is 
apparent that The Beach provides partial and distorted representations of Thailand as 
well as the contrasting representations of, on one hand, Paradise, on the other hand, 
Paradise Lost. This part of the chapter investigates these representations which draw 
upon three themes; the representation of Thailand, the portrayal of Thai people and 
paradise versus paradise lost
The partial representation of Thailand
Turner (1993) and Goodall (2007) suggest that film is a representational system that 
communicates and reflects certain social ideologies through its language and with 
cinematic codes. In a tourism context, researchers of film and tourist destination 
image (Winter, 2002; Marzierka, 2003;Gibson, 2006; Hudson and Ritchie, 2006a; 
Law et al, 2007) argue that film with its narrative, characters and directorship play
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potent roles in re-presenting tourist destination attributes and consequently create a 
myth or a narrative of a place. Representations of a destination in a film are selective 
according to its narratives and in order to convey particular social ideologies. The 
tourists interviewed in this research and the semiotic analysis of The Beach suggest 
that The Beach selectively re-presents Thailand as an exotic and tropical beach 
holiday destination and intentionally ignores its cultural and modem attributes.
This research reveals that the representations of Thailand in The Beach are mostly 
based on its exotic characteristics and beautiful beaches. The film is set mainly in 
beaches in the southern part of Thailand and partially in the capital city, Bangkok. 
The use of a homodiegetic style of narration directs audiences to follow Richard’s 
views of the country which are restricted by his western, particularly American, 
background and his personal travel motivation. The Beach conforms Hollywood’s 
image of a tropical paradise (Tzamalli, 2006) as seen for example in The Lord o f The 
Flies (1990) and in previous images of Thailand in The King and I  (1964), James 
Bond: The Man with the Golden Gun (1974) and Deer Hunter (1978). They also 
influence Richard whose views structure the whole representation of the country. The 
Beach portrays Thailand according to Richard’s preferred meanings as well as images 
of the country that have been popularised in Hollywood films. These influences result 
in two prominent popular representations of Thailand in the film. One is the 
representation of a secreted tropical island with a serene, white sandy beach; the other 
is the exotic and outdated culture.
The respondents in this study reflect that The Beach re-presented the dominant 
attributes of Thailand, particularly the beaches in the southern part, for example 
Samui Island, Pha-Ngan Island and the secret island. The depiction of an idyllic 
tropical beach is already rooted in the Hollywood convention of representing a beach 
paradise. The film focuses more on this tropical beach and the western tourists 
(characters) who live on the Island. Therefore, representations of Thailand in this 
context do not pull out Thailand’s identity or uniqueness. Respondents revealed that a 
major part of the film portrays mainly western tourists and their community which is 
cut off from Thailand.
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7 think the film is not about Thailand but the Thailand is portrayed again is 
very much southern Thailand which I  know is a very small part o f Thailand, it 
is probably the most worldwide famous part o f Thailand’(TOU35/^>3)
Another two respondents suggest:
Tfyou think o f Thailand, you think o f the islands o f Thailand’. (TOU10/S3)
‘When they are out on the island with some other people, isn’t it? So basically 
foreign people aren ’t they? Well... that sort o f  life style, you know making the 
best o f it. It isn’t really what Thai life is all about, is it? It is the relationship 
between two or three characters in the film, isn’t it? (TOU20/S3)
The Beach does not represent Thailand and its identity as the country but classifies it 
as a long established beach holiday destination. The film implies that certain islands 
for example Pha-Ngan and Samui were corrupted by tourist industry. The visuals of 
beaches are obviously predominant over other aspects of the country. The information 
from the tourists interviewed suggests that the film contributes only a partial 
knowledge of the country. The TAT has already promoted the country as the beach 
paradise to attract beach lovers from over the world for decades. Most respondents 
agreed that they knew Thailand from its popular beaches.
Besides the representation of beaches in the southern part of Thailand, the tourists 
interviewed also suggest that the part of the film set in Thailand’s capital city, 
Bangkok, similarly selectively emphasises the chaotic and gritty tourist area, the 
Khaosan Road which for a long time has been known as a centre for young 
backpackers from different parts of the world. Respondents accepted that the 
sequence of the Khaosan Road did not represent Bangkok as the capital and cultural 
city (TOU 2; 6; 36/S3). It only exaggerated the negative aspects of the city as a 
respondent reflected:
‘They made Bangkok look like pretty rotten in the city slum. They don’t show 
the five star hotels which are plentiful in Bangkok...umm so it maybe portrays 
Bangkok as the travellers on the low budget who has to stay in the low quality 
accommodation. ’(TOU6/S3)
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According to the film storyline, the sequences of Khoasan intentionally aim to create 
the corrupted tourist area which rectifies Richard’s (as a new wave traveller) escape to 
an undiscovered island. When tourists watched the film, most of them were aware that 
these representations were not the true reflection of Thailand, but they were only part 
of the country’s attributes. The information from tourists indicates that tourists who 
have already visited the place can differentiate the representation and the real place. 
Their realisation also suggests their awareness of the competing agenda between film 
and destination marketing. Respondents contended that The Beach was not produced 
to depict the whole picture of Thailand but to entertain audiences and to communicate 
themes and morals. Therefore, modem and civilised attributes were neglected, as one 
respondent argued:
I t  is cast as being overly exotic but exotic in a negative way or savage or, 
what’s the word? You know that Thai culture is somehow almost cannibals, 
really negative and slightly scary which o f course is just rubbish. O f course, 
he stays in that awful hotel which well they must have been going to find  
somewhere as revolting as that. ’ (TOU36/S3)
Another respondent suggests:
‘Film tends to get the impression that there are only Tuk Tuks. I  think it 
doesn’t at all want to reflect the modernity o f Thailand, obviously because we 
will find  that i t ’s uninteresting. Your modernity is similar to ours. There are 
big high buildings like KFC and McDonalds. All these global things aren’t 
interesting for us. ’ (TOU5/S3)
Also, the above quotes prompt their realisation of Hollywood framing the East. 
Respondents referred to themselves as ‘We’ and ‘Us’ which associated to the West 
who are interested in an exotic and outdated culture of the east. These quotes also 
highlight Tzamalli’s (2006) notion of the western denigration of orients in The Beach. 
Bangkok is re-presented as a place of ‘disorder, lack of civilisation and immorality’ 
(:126). The scene of Richard walking along Khoasan road and visiting a bar where 
snake blood was served illustrates a lack of civilisation (barbarian) with an immoral 
overtone. Tuk Tuk (Thai auto rickshaw), dirty guesthouses and beer bars signify an
184
exotic, outdated culture and connote the superiority of the hygienic American 
standard of living as one respondent captured:
To me it was very American, sort o f  sanitized, and clean. I  also think that it 
threw the other real Thailand into relief according to this film. Like when he 
first arrives, i t’s filthy, you know that hotel room where he is in is filthy. You 
don’t see any flies here; I  mean there would be hundreds o f insects wouldn’t 
there. But the real Thailand is classed as dirty, unclean, dangerous and very 
unsavoury and the paradise is very clean and sanitized and perfect. ’ 
(TOL%d/S3)
Tourists argued that these negative representations have overridden the modernity, 
dignified culture and warm atmosphere of the country as one respondent commented:
Tt wouldn’t be such a popular film i f  they just went out and sat on the beach 
fo r  two weeks and had a really nice time. I  think it doesn’t show you much 
about Thailand. It kind o f highlights not the bad points, the sides that could be 
viewed as negative, without highlighting enough o f  good points ’. (TOU31/S3)
However, these negative representations in the film have become visual signs that 
tourists seek to gaze upon after they watched the film and when they are out there 
(TOU1/S3) because they are outstanding and symbolise the authenticity of Thailand.
The respondents’ comments suggest that the partial representation of Thailand has 
accurately portrayed Thailand’s physical attributes for example the beautiful beaches 
in the southern part of the country and the exotic culture. This supports the concept of 
representations as signs that carry meaning and ideology that the media producer, in 
this case film (as an institute), intend to communicate to the (mass) audience. Film 
representation, in this context, is a reflexive representation (Hall, 1997 a). It suggests 
that visual media can reflect reality however a representation of place in film tends to 
reflect certain aspects of the destination.
Moreover, this research finds that there is a double discourse in interpreting the 
representation. First is the cinematic discourse which re-presents the image of a 
tropical warm beach as an atypical beach destination by using its dramatic and
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adventure plotline. Second is the tourism discourse which focuses on representing the 
stereotypical tropical beach and Asian culture. The film ignores other attributes of the 
country for example cultural and historical attributes as tourists interviewed reflected:
‘It doesn’t tell you much about the culture or the people. Or the food, you 
know Thai food in the UK is huge but the film doesn’t mention that, I  don *t 
even think I  see them eating Thai food, he’s always got a beer or something. ’
Another reflected:
It doesn’t show the hospitality and the other beautiful parts, i t ’s not just 
beaches in Thailand. There ’re lovely forests. It does show the temples, I  keep 
forgetting sorry, the Grand Palace but not in its entirety and all the beautiful 
roof tops and the carvings and it’s so lovely there and the wildlife. (TOU9/S3)
The tourists interviewed suggest representations of Thailand in The Beach do not 
construct the reality. Yet, partial reality has been re-presented. It is believed that 
representation is part of the text that reflects reality and people’s image of places 
which has already been discussed in ‘Glamorisation of a tropical beach’. However, it 
also underlines what Hall (1997) maintains that the audience also plays important 
roles in interpreting the representation. Similarly, he suggests that the audience have 
preferred meaning. This parallels Barthes’ (1976) views that myths play an essential 
part in making meanings of a representation. The representation can represent the 
reality of a place by its meanings which must be interpreted by audiences/tourists. The 
tourists interviewed reflected their inherited preferred meanings which shape their 
interpretation of the Orient and the Asian.
The partial representations of Thailand in The Beach are passed on from western 
ideology of ‘the other’ in previous Hollywood films set in Asian countries. For 
example, the re-presentations of the exotic culture have already been stereotyped in 
The King and I  and the re-presentation of backwardness and chaos have been 
emphasised in previous Vietnam War films for example Deer Hunter (1978), 
Apocalypse Now (1979) and Air America (1990) and a representation of a tropical
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beach which often involves dramatic elements and a theme of human perverted 
innocence in Lord o f  the Files (Bradshaw, 2000).
Figure 6.10: Intertextuality: Vietnam War film scene in The Beach conveying theme 
of human perverted nature in a wild environment
The Beach re-presents these representations of ‘otherness’ and emphasises the theme 
of human nature perverted in a wild environment (see Figure 6.10). The scene where 
Richard watches the film Apocalypse Now also underlines the concept of otherness 
and the segregation of the West and the East. As a popular medium, Hollywood films 
are able to embed these ideologies to audiences/ potential tourists’ preferred meaning 
or myth.
The Hollywood convention of framing ‘the other’ has resulted in stereotypical 
representations which are mostly distorted in comparison to the tourists’ perceptions. 
The next section discusses further a stereotyping practice of representation which is 
reflecting the representation of local people and the cultural attributes of Thailand.
The stereotypical representation of local people and Thai culture
Strain (2003) suggests that film, especially western film, mostly focuses on ‘the 
othernesses’. Most western films seek to illustrate the differences between the West 
and the others including those in Asian countries. Strain’s argument corresponds to 
that of MacCannell (1976) and MacCannell and MacCannell (2001) who suggest that
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post- tourists seek to see the spectacular of the others and separate themselves from 
the others. The representation of the spectacular and uniqueness of ‘the other’ in 
popular films has provoked western tourist’s enthusiasm to see and experience it 
when they are on location. The media representation of a place mostly involves 
representation of the locals who create the atmosphere of the destination image 
(Boniface and Cooper, 2008). The tourists interviewed suggest that The Beach 
portrays a distorted representation of Thai culture as violent with a lack of morality 
and local people as backward, poor and hostile to western tourists.
Regarding the double discourse within The Beach, its elements have been structured 
and directed to resonate with a new wave of backpacker tourists in Thailand (Tzanalli, 
2006) and their conflict with the hostile environment in Thailand. Representations of 
Thai culture and Thais are portrayed to create a hostile and alien atmosphere. The 
western concept of orientalism is highlighted in a series of sequences of Richard’s 
landing on Bangkok, Samui Island and Pha-ngan Island. The local Thai men are 
depicted as poor, violent and unfriendly (see figure 6.11). On the other hand, Thai 
women are passive and friendlier but unintelligent (see figure 6.12). Neither have 
significant roles in the film. Most local people appearing in the scene have a dark 
complexion and are always in old and poor costumes which indicate poverty and 
being uncivilised. The casting and costumes of the locals imply a denigration of 
Asians.
Figure 6.11: Thai man (in the Paradise lost sequence)
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Figure 6.12: Thai lady (in the Khaosan Road sequence)
Respondents reflected that The Beach tends to portray Thai people as hostile locals:
‘There were no Thais in it, I  think. The only Thais you see, are the gun toting 
drug barons, farmers basically and the stupid cleaning lady who wants to 
electrocute herself in the beginning’.(TOU36/S3)
Another also suggested:
(What do you think it tells you about Thai people in this film?) ’Corruption and 
menace and well i t ’s an American film  and i t ’s got that whole presence of... 
you know they are veiy western and have a fear fo r  others and it runs through 
every film  that they do ’. (TOU10/S3)
The information from the tourists interviewed suggests that the distorted 
representations of Thai people illustrate the influence of popular film in stereotyping 
the other, particularly the Asian. Hall (1997 b) maintains that stereotyping is a set of 
representational practices. The practices reduce people to ‘a few, simple, essential 
characteristics, which are represented as fixed in Nature’ (:p. 257). This practice leads 
to the construction of spectacular otherness and the segregation between the spectator 
(tourists) and the spectacular (the local or the native). The film re-presents a binary 
opposition between ‘the West’ and ‘the East’ (Klienen, 2003; Hall, 1997 b; Said,
1978). However, the stereotypical representation connotes a diminution of the 
characteristics of Thai people which leads to misconceptions about the local people. 
However, it also suggests that The Beach stereotypes the local people by converging 
them with a dominant character of the orient.
In this research context, Thai people have a shadow image of poor and backward 
attributes from Vietnam War films. The Vietnam War is considered the most 
memorable historical event that provoked Western, particularly American, awareness 
of Indo-China (Klienen, 2003). Regarding, Hall’s (1997a and b) preferred meaning 
which suggests social and cultural reference, the director’s interpretation of Thai 
people (somewhat more strongly than in the original novel) in The Beach refers to the 
Vietnam War films which has been a dominant a Hollywood convention in depicting 
‘the East’. Most respondents view The Beach as tending to overstate this stereotypical 
representation of the orient which is always fixed regardless of temporal change. 
Respondents revealed that the most competitive attributes of Thailand as a tourist 
destination is the friendliness of Thai people which they believe to be rooted from 
Buddhist culture;
‘It doesn’t go, doesn’t show how religious the Thai people are you know. I  
mean you guys are very religious Buddhists and things like that. The film  
doesn ’t portray. So it’s not the true reflection o f  Thailand. ’ (TOU7/S3)
Another confirmed;
Well you don’t meet many Thais, do you in the film? It doesn’t show you how 
welcoming and friendly Thai people are, so as a tourist attraction it could do 
a lot more to show Thailand you know. Again, I  think it wouldn’t have 
henefitted the story. I t ’s a film!! I t ’s not about Thailand, isn ’t it? I t ’s all about 
his journey. ’ (TOU32/S3)
This attribute was assimilated by the stereotypical representations of the violent and 
hostile orient. The information from the tourists interviewed suggests that the film did 
not represent a true reflection of Thailand. Thailand is represented simply as another 
country in South East Asia:
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7 found it (The Beach) in a way disturbing. Well... yes because it’s set in a 
beautiful area but the group interaction between the group and the killings and 
you know the connection with the people growing drugs is quite disturbing. I  felt 
that could be any country in South East Asia, it didn’t have to be Thailand. I  
mean it was set in Thailand and the scenes were interesting, the setting was 
beautiful but when you actually went to the camp where they lived that could have 
been anywhere really in south East Asia. Not particularly Thailand, do you see 
what I  mean? ’ (T0U11/S3)
The quote above implies that the Hollywood version of The Beach has re-presented 
Thailand and Thai people as mostly stereotypical and distorted which tourists found 
disturbing. Although, tourists were aware of the objective of the making of the film, 
they also expected to see Thailand where they visited and the depiction of tourists’ 
practices in the film as well as to be entertained as seen in the quote below:
‘Well...probably it is in one sense because it is a Hollywood package film isn’t 
it? It aims to attract people to the theatre. It doesn’t portray Thailand in an 
accurate manner. It is to entertain people with the story’. (TOU20/S3)
The Beach narrative connotes that Thais belong to the dark and chaotic locations 
which segregate them from the West who belong to the white, bright and sandy beach. 
The segregation of locations not only elaborates the binary opposition but also 
introduces the paradoxical concept between the paradise and the paradise lost which is 
discussed in the following part.
The Paradise and The Paradise Lost
The distorted and partial representations of Thailand are made to re-present themes of 
Paradise and Paradise lost as a result of the over development of the tourism industry 
as well as a pursuit of extreme pleasure. The theme of pursuit of a secret Paradise 
Island is predominant and obvious in The Beach (Webber, 2008). The idyllic beach 
has been related to the concept of paradise which Burton (2006) refers to as the 
original state of humanity which God creates. Paradise is a human territory where 
everything is perfect and beautiful yet there is a sin derived from human desire for 
sensual pleasure. The image of Paradise described as the Garden of Eden (Genesis,
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1:24) relates to earthly pleasure, eternal happiness rather than spirituality. The 
paradise lost is mostly associated with The Fall of Man (Genesis 3:15) that was re­
presented in Milton’s Paradise Lost As far as tourism discourse is concerned, the 
concept of paradise is more often associated with beautiful landscapes that offer 
tourists a sensual pleasure that they do not have in their daily life (Tzanelli, 2006). 
The paradise in tourism discourse, as Lencek and Bosker (1998) suggest, is related to 
the warm and sandy beach. The desire for the beach paradise is enhanced from the 
suffering during the war time and the tedious life of the modem time.
The Beach involves representations of the beach paradise within tourism discourse. 
The representation of Maya Beach enhances the sensual pleasure of warm weather 
and serene beach. Thailand’s image in travel brochures and advertisements has been 
associated with a western ideology of paradise (Tzanalli, 2006). The mediated images 
are re-presented in The Beach as ‘an embodiment of hedonism and a promise for 
initiation into the secrets of the ‘Orient’ (:126). For example one respondent 
commented:
7 think the overall impression is a group o f  people trying to find  their own 
paradise, and finding it, then it was ruined by them not wanting too many 
people coming. The overall fact is to show Thailand as an extraordinary 
tropical location. And from my experience, i t’s quite easy to find  this little 
area o f paradise that hasn ’t been touched by anyone. ’(TOU13/S3)
This suggests Crouch et al’s (2005) notion of tourists’ aspiration to escape to Utopia 
which underpins tourists’ travel motivation and escape from their banal daily life. The 
western tourist paradise and their utopian community mostly involve sensual pleasure 
rather spiritual quest. Thus, most visual representations of paradise in The Beach 
involve the idyllic serene beach with warm sunshine and outdoors activities that for 
which western tourists, who are from cold countries, long. The sequence of a 
sufficient community visualises tourists’ fantasy of the great outdoors and freedom 
from everyday routine. Tourists interviewed also reflected their desire to find a secret 
paradise in the east:
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‘Yeah I  suppose I  was watching the film. Although I  didn’t pay attention to the 
actual story, I  think it has an interesting moral that we think we want 
paradise, Hove that. ’ (TOU36/S3)
The Beach includes a perverted aspect of tourists’ extreme pleasure consumption in 
their utopian community on the island. It represents that tourists’ pursuit of happiness 
is drug related which disturbs the respondents’ morality. Respondents interpreted this 
subtext as an indication of the decadence of western tourists. The extreme hedonistic 
tourist practice (discussed in 6.2.2: page 170-180) is viewed as a cause of the paradise 
lost. One respondent’s comment encapsulated the concept of paradise:
‘Well what it gave to me was that you should never really seek out a paradise 
because it will never be a paradise. Even though when you find  it you might 
think this is it! This is ideal beautiful weather, beautiful place there are no 
politicians, nobody telling you what to do but it never really works because 
conflict between people will rear, people will be attracted to other people and 
have sex and relationships split up, there probably is no such a thing as 
paradise’. (TOU11/S3)
Another respondent expressed:
• 7 mean I  don’t understand the reason fo r  them doing it, keep their little 
paradise secret fo r  themselves. As you know at the end, someone gets hurt and 
they really want to get help. But they can’t because they want to keep that 
place so secret. I  feel like it is not practical. You can’t keep the paradise for  
yourself. There are other things that are more important. People’s lives are 
more important. People are basically luxury. They have their own little 
paradise and that’s how I  interpret it. And they want to keep it secret fo r  
themselves at whatever it costs ’. (TOU.21/S3)
Indeed, the tourists interviewed also support the view that the paradise (unspoiled 
island where no tourist has been) never exists in a tourism context (TOU31 and 
21/S3). They suggest that the characters on the island themselves signify tourists. The 
Beach implies extreme behaviour of young western tourists which Garland, the writer 
of The Beach, aimed to criticise as a cause of The Paradise Lost. Hedonistic attributes
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and pleasure seeking are the main aims of tourists to visit beaches (Dann and Cohen, 
1991). Respondents perceive that the extreme pursuit of pleasure as a cause of conflict 
between locals and tourists, travellers and tourists. These conflicts underline the 
collapse of paradise. For example the characters in the film want to keep the island for 
themselves by having a deal with the farmers who grow drugs and by obstructing new 
tourists to the secret beach. One respondent illustrated this in this way:
I t ’s like the idea that which is really pure to me. You know, any dream is 
always corrupted from within. It is not just corrupted by the outside, it is 
corrupted by the within. So i f  you go back to any sort o f  hedonistic, idealistic 
movement in a sort o f  hostile environment. ’ (TOU12/S3)
He elaborated further:
‘The best bit o f the film for me is when the leader is the farmers appears, near 
the end, when he just locks the door and he knows that he can destroy the so 
called Nirvana o f a group o f Hippies, no matter what you call them, by just the 
way he manipulates the things with the revolvers. That is also from the 
Vietnam War film, you know it, don I  you. Do you know the Russian bullet? ’
The Beach introduces the theme of Paradise Lost through the sequences of an 
invasion of a shark on the secret beach and elaborates it by the coming of Zeph and 
Sam. These two characters symbolise an influx of mass tourists or mainstream 
backpackers to the newly discovered island. The sequences connote the over­
development of the tourist industry which leads to the loss of authenticity and the 
beauty of the beach as happened in Pha-Ngan Island (see figure 6.13). Pha-Ngan 
Island is depicted to suggest a heavily tourism developed area which has lost its 
authentic natural beaches and has become an ideal place for the beach party.
The partial representation of Thailand and Thais in The Beach are a result of 
collective stereotypical representation of the east in Hollywood film. These 
representations however entail a partial reality of Thailand as a tourist destination. On 
the other hand, they are reflections of western denigration of the east or the orient and 
their concept of paradise in a tourism context. The tourists interviewed again
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emphasised that preferred meaning plays potent roles in audience/tourist 
interpretation of the representation.
Figure 6.13: Young backpackers at the Full Moon Party, Pha-Ngan Island
6.2.4 Conclusion
This part of the chapter encapsulates the reciprocal relationship between film and 
audiences/potential tourists in making meaning of a place. The information from 
tourists interviewed reveals the significant impacts of film on audiences/tourists’ 
imagination and their image of a destination that was depicted in the film. It is 
obvious that an imagination influences images and vice versa.
First, it suggests that film enables audiences/ tourists to have temporary virtual travel 
to the destination at the moment when they watch the film. Vivid representations of a 
place enhances audiences/tourists’ imagination of places and relives their previous 
travel experiences through their vicarious experience and the empathy with the 
characters. In this research context, it suggests that audiences/tourists’ imagination 
involves their moment of reminiscence of their past experience. It is believed that the 
reminiscence of their past experience is a key to re-create their image of the 
destination and their active roles in interpreting film texts.
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Secondly, the chapter aims to investigate the influence of film elements namely the 
cinematography, setting, film stars (characters), and storyline on the formation of 
audiences/ tourists’ image of a place. It argues that for these respondents the 
cinematography particularly is the most influential element in portraying Thailand’s 
landscape and townscape. Tourists interviewed reflect that the cinematography of The 
Beach has glamorised the beauty of the beach, however, from their experience, it is 
not over-exaggerated representation. On the other hand, film stars and storyline are 
considered less influential. The latter elements are employed to glamorise the 
hedonistic tourist practice that respondents find disturbing and over-exaggerated.
In addition, the investigation of the influence of film elements on tourists’ image of a 
destination indicates that the film only offers partial representations of a place 
according to their storyline and central themes. Thailand in The Beach is re-presented 
as a stereotypical tropical beach paradise preserved for young western tourists. 
Representations of Thai culture and Thai people are mostly distorted and inaccurate. 
They are influenced by representations of the country in previous films, intertext of 
Thailand’s images in other media and audiences/tourists preferred meanings.
Furthermore, tourists interviewed suggested that tourists are not passive receivers of 
media texts. Tourists are able to justify film elements and differentiate reality and film 
text and realise the competing agenda between film and tourism. This chapter has also 
prompted a vital role for tourists in negotiating with representations which is 
discussed in the next section ‘On Location’.
6.3 On location
This part of the chapter explores the extent to which film influences tourists’ image of 
a destination and their behaviour at the destination. It discusses the influence of The 
Beach on their interpretations and their behaviour as tourists. It draws specifically on 
their interpretation and their negotiation of the film. The discussion is based on three 
relevant themes which come from the interviews(see Appendix K); first, ‘Tourists’ 
negotiated images of Thailand with The Beach second, the mechanical influence of 
representations of Thailand in The Beach on tourists’ decisions to visit the location 
and third, the impact of The Beach on tourists’ behaviour at the destination . They are
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grouped under three headings: ‘Seeing is not believing, ‘A living guide book' and ‘A 
tourist or a performer: a tourist’s dilemma’.
6.3.1 Seeing is not believing
Tooke and Baker (1996) and Riley and Van Doran (1992) maintain that film is a pull 
factor for the destination and draws more tourists to film locations. Latter researchers 
(Beeton, 2000, 2004, 2005; Macionis, 2004; Sing and Best, 2004; Tzanalli, 2004) also 
contend that film can induce tourism and enhance tourist experience at the film 
locations. These researchers imply that tourists tend to believe the representation of a 
destination in films and visit the actual film locations. Some researchers (Edensor, 
2000, 2001; Crouch et al, 2005; Crouch and Grassick, 2005) have investigated the 
impact film has on tourists’ imagination, tourists’ practices and a places’ meaning. 
These researchers have highlighted audiences/tourists’ imagination in response to 
visual media which plays a significant role in constructing meanings of places and 
their image of a destination. This research argues that not only tourists’ imagination 
but also their collective memories are essential to interpret and negotiate with 
mediated representation of a tourist destination. This part of the chapter discusses the 
tourists’ negotiation process which plays a significant role in the construction of their 
negotiated image of Thailand.
Tourists’ negotiation process
Tourists interviewed reflect Crouch et al’s (2005) suggestion that the tourist is an 
active and imaginative media receiver who ‘acts, ignores, rejects, reacts or negotiates 
the communicated’ (:12). The information from tourists interviewed reveals that 
tourists are not convinced by representations of a destination in films. As discussed 
in 6.2.3, tourists interviewed considered that The Beach only offers a partial 
representation of Thailand. This indicates that their collective memories and 
knowledge of the destination are fundamental in the process of negotiating with the 
film. When encountering visual representations of a destination in the film, the 
tourists’ first reaction to the mediated representations is to compare their existing 
knowledge of the location, particularly from their actual experience at the destination, 
with the mediated representation. The comparison leads to the process of negotiation 
between the film representation and their existing image of the film location.
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Respondents contended that the mediated landscapes and scenery were the most 
accurate features in comparison to their knowledge. However, they felt that the film’s 
storyline and the behaviour of its characters were not realistic.
As discussed in 6.2.2 (Film and glamorisation: Glamorisation of a tropical beaches: 
page 170-181), the cinematography of the location’s landscape, particularly the island 
and beach landscape, is the most effective element in depicting the tourist destination. 
Tourists interviewed reflected that the depicted landscapes of Thailand’s beaches and 
capital city, as featured in The Beach, are the most accurate in comparison to their 
existing images and previous knowledge of Thailand. Respondents revealed that their 
images of Thailand after their visit to Thailand themselves are similar to the 
representation in The Beach. They considered that Thailand’s beaches (not only in the 
southern areas) and Bangkok are beautiful and welcoming. As one respondent 
described it:
7 knew the island that they referred to and there’s the scene at the beginning 
which I  know that it was in Khao San Road, Bangkok. Obviously I  knew that 
the secret beach did not exist but the physical location obviously did. Fve been 
to many beautiful islands and seen equally beautiful places so it didn’t seem 
unrealistic fo r  me. ’ (TOU5/S3)
The respondent reflected that her visual image of Thailand matches well the 
representation of the landscape and townscape in The Beach. These visual 
representations, regardless of storyline and character, are realistic and reinforce the 
strongest competitive elements of Thailand as a tourist destination, the warm and 
beautiful tropical beaches and the exotic capital city. These aspects provide tourists 
both relaxing and adventurous travel experiences.
However, respondents also suggested that the representations in the film mostly 
overemphasised predominant attributes of the locations. Although their dominant 
image of Thailand is warm and sunny beaches, tourists contend that beaches in 
Thailand involve modem tourist facilities and are well developed for tourists:
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‘Yeah... because I  think a few  years ago, places like Koh Pha-ngan, are like 
idyllic and relaxing, but now, there are so many people going there. It is not 
like that anymore, it’s so busy, isn’t it? ’ (TOU3/S3)
The above quote indicates the respondent’s awareness of the extent of development of 
the tourist industry in Thailand. Tourists’ negotiated image of Thailand to 
representations in The Beach is of a modem tourist destination where unspoiled and 
idyllic places, as depicted in the film, no longer exist. This idea is reflected in another 
tourist’s comment:
Yeah, i t’s really good fo r  tourism but that’s all there is. I t ’s like Phi Phi, 5 
years ago, it was a really nice island, like untouched, and no-one was there. 
Now they have knocked down all the trees built diving shops, restaurants, 
internet café every other shop, internet, restaurant, diving shop. I t ’s stupid, 
i t ’s just ridiculous. I t ’s like people get here and it’s all in your face, you just 
want to go, we don’t care. I t ’s just a party. Thailand is just one big party 
(TOU2/S3)
This respondent’s view confirms that The Beach tends to portray a tourist’s search for 
authenticity in a destination and illustrates it by offering two contrasting types of 
holiday experience. On the one hand, is an imaginative holiday experience at a newly 
discovered attraction; on the other is a prosaic holiday experience in main tourist 
areas of Thailand. His view reflects the lack of the destination’s authenticity due to 
the invasion of the mass tourist industry. Most respondents realised that there is the 
little possibility for a search for authenticity at the destination; the over-development 
of tourist facilities there has already destroyed it. This is in contrast to the message 
from The Beach. Tourists appreciated that the representation of the destination in the 
film is too idealistic and impossible to achieve in a modem and highly tourist oriented 
destination such as Thailand.
A Tourist and the second gaze
Tourists’ argument and negotiation support MacCannell’s (1976) and Edensor’s 
(2001) notion of staged authenticity, i.e. that tourist areas have already been staged 
and directed by local businessmen and the tourist authority. According to their views,
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beaches and tourist areas in Thailand have already been exploited by the tourist 
industry. Hence, the beach paradise has already been staged by the tourism authority 
and tour operators. Thus, The Beach has only re-staged it. Tourists interviewed 
implied that they were aware of the lack of authenticity in the film location. This 
highlights MacCannell’s (2001) ‘the second gaze’ which is ‘always aware that 
something is being concealed’ and knows ‘that seeing is not believing’ (: 36).
Respondents realised the importance of film in making a narrative of and creating 
meanings of places, which on the other hand, inspire their travel experience in 
Thailand. They suggested that the production of the film, the location, the appearance 
of high profile movie stars, the visual representations and the storyline of the film of a 
spectacular beach create a myth of the place. For example young respondents revealed 
their opinion about visiting the film location:
7 watched it a couple o f years ago. I  have seen it a couple o f  times in the past 
and then whilst we were out there, my boyfriend came with us as well, and I  
kept talking about The Beach, the film, and saying 'oh this looks like the film, 
The Beach, stuff like that and he kept saying to me I  think I  might have seen
Another one stated:
Obviously, I  saw it and thought Wow, that’s amazing’. The beach just looks 
so nice, it’s really clean and nobody’s there and I  want to see what i t’s like 
and I  think when I  first went to Thailand, I  did remember The Beach and I  
thought that i t’s gonna be like that. Then we went past one o f  the beaches that 
was filmed and we were told that that was ‘the Beach’ and we were like 
‘really ’ because I  was on the tour and it wasn ’t anything like you expected.
(TOOF/yj!)
It suggests that film offers a special aspect of their travel experience which is an 
extended gaze (of a second gaze). It is apparent that their visits to the film location are 
to look at the unexpected rather than the extraordinary because tourists saw it on the 
film. When visiting the film location, they like to see if it is similar or different from
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how it was portrayed in the film. Their visits to the film location were a result of their 
desire to have an extended travel experience as one respondent revealed:
‘Well... as I  said in certain aspect, yes... i f  you ’ve never been to Thailand 
before and that’s your first experience or insight, I  guess yeah... probably it’s 
pretty influencing but it is not necessary that you see the film and you will 
actually go out and see how a thing influences you when you are out there. ’
To conclude, this research argues that the tourists are knowledgeable and sceptical 
about the mediated image. They had consistently researched the destination both 
before their visit and during their actual stays at the destination. They were always 
open to all information sources about the destination. This relates to the tourist’s 
image formation process. The tourists’ images of a destination are not from one 
particular source but an accumulation of information from different types of popular 
media and experience (Iwashita, 2003).
Moreover, this research contends that tourists digest all of the information and 
negotiate with the film representation of a destination. The process of negotiation took 
place both when they watched the film and when they were actually at the destination. 
It is part of the tourist’s image formation process. They compared the film 
representation of Thailand to their actual experience and other sources of information, 
for example anecdotes, hearsay and photographs from friends and relatives, travel 
brochures and other media texts about Thailand. This process is different from Gunn’s 
(1972) the seventh stage of the seven theory of destination image formation which is 
the accumulation of information as a result of a comparison between the tourist’s pre 
and post- travel experience. The tourist’s negotiated image of a destination to the 
media is a comparison between their interpretation of the film representation and their 
holiday experience. Their negotiated images of a film location are full of paradoxes 
between positive and negative aspects of the country. The result is a more 
comprehensive and realistic tourist image of a destination. Respondents’ negotiated 
images of Thailand to The Beach are of a tropical and beautiful but also a well 
established and tourist oriented destination.
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This part of the chapter has slightly touched upon the influence of The Beach on 
tourists’ behaviour as part of their negotiation of the representation of Thailand in the 
film. This concept is developed in the next section, ‘A living guide book’.
6.3.2 Film: A living guide book
Crouch and Lubbren (2003) suggest that the visual culture of tourism, ranging from 
photographs, paintings, postcards and advertisements, has an impact on tourists’ 
practices, expectations and experience at the destination. Indeed, Urry (1990) suggests 
that the tourist gaze is constructed by tourists’ collective memories of places from 
various sources. He implies that the non-touristic practice media, for example 
television programmes and film, are more influential as they enhance tourists’ fantasy 
and day-dreaming which are essential for tourists’ pre-travel experience. This 
research also regards film as part of the visual culture of tourism on account of its 
vivid visual representation of locations and its influence upon audience/ potential 
tourists’ image of a destination. Burgerson and Schroeder (2002) maintain that film 
representation creates a lived experience of a destination which reinforces tourists’ 
fantasy image of a place. This part explores the roles of film in constructing an iconic 
tourist attraction and influencing tourists’ travel experiences at the destination. It 
begins with the construction of an iconic tourist attraction followed by a living guide 
book.
Construction of iconic tourist attractions: Tourists must see!
The information from tourists interviewed for this research suggests that visual 
representation of a destination in film inspires tourists’ imagination of a fantasy which 
influences their decision to visit the film location during their stay in Thailand. 
However, they argued that the film did not affect their decision to visit the country 
itself. On the other hand, The Beach affected their travel patterns and their decisions 
to visit the film location when they were in Thailand. The film’s cinematographic 
techniques are successful in glamorising the beauty of the locations. The information 
from the tourists interviewed suggests that The Beach has made its main location, the 
Maya beach, become an iconic attraction and a must-visit destination in Thailand. 
One tourist reflected this effect of the film:
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7 think it is the must-see place. It is the place that we must visit’. (TOU19/S3)
The majority of respondents supported that idea that The Beach has highlighted the 
beauty of the southern islands and beaches. The film’s cinematographic techniques 
that portray the location affect tourists’ expectations of visiting the location. Although 
the TAT had already promoted Maya Bay as one of main tourist attractions in 
southern Thailand before the production of The Beach, most respondents admit that 
the film reinforced its beauty and re-shaped their tourist image of the place. Being the 
location for a high profile Hollywood film has ensured that Maya Beach has what 
Boniface and Cooper (2008) call ‘pulling power’ to attract more tourists from around 
the world. For example, respondents revealed their opinions of the effect of The 
Beach in the creation of pulling power:
But a lot o f my friends have done that travelling thing from having watched 
the film, The Beach, first because we would have been 18 or 19 when it came 
out and then that was a perfect time to go travelling in a gap year. And lots o f  
people I  know had done that; had watched The Beach and seen how beautiful 
it is and that’s been part o f the inspiration because they had seen it visually on 
the screen and wanted to go. Thailand is very popular, fo r  anyone that goes 
travelling always does Thailand. ’ (TOU32/S3)
Another respondent reflected a similar impact but with a different reaction to the film:
Bight, I  would have thought when I  saw The Beach. I  know I  didn’t go out o f  
Bangkok but the scenery and things like that are quite stunning. Thailand is 
somewhere I  would like to go again, to see the coast not Bangkok because, you 
know, go to Thailand and see the coast and move out o f  the cities.’ 
(TOU11/S3)
It is apparent that the film has increased the pulling power of the location which has 
made Maya Beach popular among young tourists. Also, The Beach popularised the 
film location with tourists throughout the world. The attributes of Maya Beach have 
made it fit into Boniface and Cooper’s (2008) classification of a first-order attraction 
which is considered a magnet for tourists from all over the world. Indeed, the 
interviews with officers of TAT and the Thailand Film Office indicate that it was their
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intention to make Maya Beach an iconic tourist attraction, as a consequence of it 
being featured in the film, as was the case with the James Bond Island (GOl and 
G03/S2).
Additionally, the development of Maya Beach as a top rank tourist attraction is 
underlined by the influence of popular culture on post-modern consumption. 
Obviously, The Beach was a popular film. Although it was not successful at the box 
office (Grihault, 2003), the film involved the appearance of a Hollywood super star, 
Leonardo DiCaprio, and an award-winning director, Danny Boyle. It was recognised 
as a high profile film in the year it was released (2000) (Bradshaw, 2000). 
Furthermore, the film was distributed to a worldwide audience. Featherstone (1998) 
contends that in the post-modern condition, consumption is influenced and controlled 
by the proliferating images and signs from popular cultures. The popular media 
suggest consumers’ needs and indicate their consumption. In the context of tourism, 
Urry (1990) suggests that tourists’ central consumption activity is looking or gazing 
upon aspects of landscapes and townscape. The tourist gaze is constructed through 
signs and images, particularly through the popular media.
In this research, tourists’ consumption in Thailand is indirectly influenced by the 
visual signs in The Beach. The film provides tourists with extraordinary landscapes 
and townscapes and implicitly suggests them to visit. The research has also found that 
the film has two levels of impact on individuals. First, most respondents stated that 
originally the film did not inspire them to visit Thailand. The decision to visit Maya 
Beach was made when they were actually at the destination. Their recollection of the 
beach scene in their own memories and anecdotes from other tourists inspired them to 
visit the film locations and they therefore included the film’s Maya Beach and 
Khoasan Road, in Bangkok as must-visit places in their travel itinerary. For example 
one respondent stated:
7 actually went to one o f the fu ll moon parties in Koh Pha-nga. For me, I  
think the only way that it may influence me was in getting there in the first 
place and when I  got there I  sort o f  talk to people and other people did. You 
know, the tourists. I ’ve been to places and they were nice then I  made my 
route out o f  that rather than the film, I  think. ’ (TOU28/S3)
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And another suggested:
7 can’t say that I  saw some fantastic beaches and things and then I  will 
actually go and visit but obviously I  was aware that most o f the scene was shot 
on the Phi Phi Island. So.well... I  went out to Phi Phi Island and visited it. ’ 
(TOLGO/Sj;
Second, after watching the film, some respondents who were mostly young tourists 
accepted that The Beach was one of their motivations to visit Thailand. Being featured 
as the film location made Thailand a more desirable place to visit, as one tourist 
stated:
T would say no but then I  did actually go and visit the beach because it was 
the beach from The Beach so I  went to Maya Bay because it was in The Beach. 
It did affect my behaviour in the sense that I  took a whole day, sort o f  to do 
the trip and did snorkelling around Phi Phi. That was Phi Phi Don or Phi Phi 
Lay, I  don’t know, but that was a smaller one. ’ (TOU21/S3)
Another implied that the film subconsciously influenced him to visit Thailand:
(So the film doesn’t really influence you at all?) I t ’s maybe. I t ’s maybe 
subconsciously affected my decision to come to Thailand, maybe. (TOU6/S3)
Respondents’ statements confirm the profound influence of popular film on tourist 
consumption and their expectation of travel experience. While tourists were watching 
the film, they were sub-consciously induced to visit Thailand by the film text and 
visuals. They collected those signs and stored them in their memories. The effect of 
popular film on their travel behaviour is concealed and so fluid that tourists are 
unaware of it. In addition to this, The Beach's, storyline involved a dilemma between 
tourists’ consumption of pleasure and morality. Tourists become more reluctant to 
accept its influence upon their decision to visit Thailand and their behaviour at the 
destination. However, a number of tourists accepted that the film had an influence 
upon their travel behaviour at a superficial level.
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A living guide and companion
Tourists interviewed suggested that the vivid and lively visual representation of The 
Beach became a living guide book. As discussed earlier, tourists memorise and store 
signs and visuals. When they are at tourist destination, tourists are enthusiastic to see 
those signs and find their meanings. Respondents recalled them in scattered images 
which were accompanied by sounds and fractured messages of the film. Whilst being 
interviewed, tourists did not remember the plot of the film in chronological order. 
Their memories of the film were mostly encapsulated in their favourite scenes and 
sequences which provoked their enthusiasm to visit the film’s locations. For example, 
respondents recollected the film in a stream of thought and visuals:
‘But the memory I  had o f it, it was set in an idyllic place you really couldn’t 
have a more stunning background. But the actual dynamics o f the group, you 
know, from a very good start, it all then fe ll to pieces gradually, you know, 
when they were attacked when they were out fishing and all this and the 
interaction between humans being basically the sex bit. ’ (TOU11/S3)
Another recalled the scenes featuring the tranquil beach:
T guess some scenes on the beach and island. I  guess it’s gonna be the beach 
and some island scenes that sort o f clear water and tranquil beach. ’
Although tourists’ memories of the film were vague and random, the most dominant 
feature of the film was its idyllic and beautiful settings. Their vivid visuals of a beach 
landscape created a visual guide to the southern part of Thailand. Although the early 
part of this section suggests the film had a superficial influence on tourists’ behaviour 
at the destination, tourists associated Thailand with The Beach. When they visited the 
country, they used the film as their guide book which they read and recalled through 
their imagination. During the moment of recollection of the film, tourists were 
tempted to visit locations, although they argued that the film did not influence their 
decision to visit Thailand itself.
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‘Well, we went to Phi Phi by speed boat and as we came in there was... it was 
like a bay with the two, with erm, it was like coming into a bay and there was 
a beach in front o f you and I  thought to myself yes this must be part o f the
At the film location, tourists decoded signs they collected from The Beach. The above 
quote illustrates that a respondent has employed their memory of their favourite 
scenes of The Beach as their visual guide to decode tourist sites. His use of The Beach 
as his companion guide book provides him with an exciting travel experience.
Moreover, the comparison between sights and sites highlights MacCannell’s (1976) 
notion of staged authenticity and visual signs of tourist site. Tourists’ visits to the film 
location were not a consequence of the influence of film upon their decision making 
but rather it is based on their desire to witness the back region not of the tourist site 
but of a film location and to compare the site to their impressions from the film. The 
authenticity of place in this research context is the authenticity of a place as being a 
film location. Most respondents wanted to visit the film location in order to compare 
the film representation with the reality of the place.
This tourist experience and expectation of seeing places provide insights that fill the 
gap of research of film and increasing tourist arrivals at the destination and film as 
destination marketing tools (Riley and Van Doran, 1992; Tooke and Baker, 1996; 
Riley et al, 1998; Hudson and Ritchie, 2006 a). This research suggests that the reason 
behind an increasing volume of tourist arrivals is the desire of tourists to investigate 
the authenticity of the film location for themselves. As discussed in the previous 
section, the film’s cinematography provides overtly glamorous images of the location 
in a realistic way. However, tourists realise the nature of film as entertaining art. They 
negotiated the meaning of the film and on location they desired to witness and 
examine it with their own eyes. Tourists are ‘semioticians’ of place (MacCannell, 
1976). When they watch the film, they memorise signs both in visuals, sounds and 
text and interpret them. On location, they decode those signs and investigate meanings 
through their experience. Their ultimate expectation at the film location is, as 
MacCannell and MacCannell (2001) argue, ‘to look for unexpected not the
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extraordinary, objects and events that may open a window in structure, a chance to 
glimpse the real’ (:36). This is reflected in the recollection of another respondent:
Well, the trailers fo r  the promotion fo r  the film and the adverts fo r  the film  
showed the scenery and I  wanted to know where the scenery was and I  found  
out it was in Thailand. At first I  thought it was at Ha Long Bay in Vietnam 
because they have similar islands but I  found out it was the names James Bond 
island, Phi Phi island and Maya Bay and when I  came here I  found out exactly 
where it was and I  went to have a look but, yes, I  did know it was Thailand. 
And the opening sequence o f the film  is in the hotel in Khaosan Road with 
Robert Carlisle and there are quite a lot o f references in that opening scene 
to Bangkok and Khoasan Road which again, when Ifirst saw it, I  picked up on 
it, I  knew it was Thailand. (TOU35/S3)
Moreover, the tourists interviewed suggested that the film can remain in the tourists’ 
imagination and memories for a long period of time. The tourists could always recall 
memories of the film. The recollection of film as discussed earlier may not be 
complete but the dominant visuals remain etched in their memories. They could 
remember the film, their visual image of particular destinations, for example Maya 
Bay, as well as sounds and elements of the storyline. This finding also underlines the 
concept of the use of film as a hallmark event of a destination (Butler, 1990 and Riley 
and Van Boren, 1996). In addition to the hallmark effect of the film, tourists 
interviewed revealed that most tourists did not watch the film at the cinemas when it 
was first released. They watched it later when it was shown on television or when 
they bought or rented the DVD. One respondent revealed that she watched the film on 
television a few years before her first visit to Thailand. When in Thailand, she then 
actually bought a copy of the DVD and used it as a guide for her visits to the film 
locations. The information reveals that the wide circulation of The Beach has not only 
prolonged the popularity of the film and its hallmark effect on the destination but also 
acted to revitalise tourists’ memories of the film’s locations. This impact of film can 
refer back to its role in shaping tourists’ images of a destination. The film sharpens 
tourists’ image of Thailand and their expectation of their travel experience by their 
recollection of their favourite scenes, sequences and their favourite’s characters.
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The last section investigates whether or not film influences their behaviour as tourists 
at the destination.
6.3.3 Being tourists or performers: a tourist’s dilemma
In Chapter 2, film is regarded as a part of visual culture and popular media that 
provides repertoires of images and creates narratives of place which frame travel 
styles and tourists’ behaviour at the destination (Adler, 1989; Edensor, 1998; 2000). 
Tourists’ expectations of practices at the destination are mostly influenced by those 
images and narratives derived from travel media, including popular media. According 
to these concepts, tourists have been viewed as subjects under the influence of these 
travel discourses and staged tourism. This part of the chapter discusses tourists’ self 
awareness when they are at film locations and their responding travel practices at film 
locations.
I’m a tourist!
Adler (1989) maintains that travel is a performed art whose styles are framed and 
influenced by different discourses. These discourses impart practical orientation and 
cultivate subject position and specify what actions should take place at particular 
places and times. According to Adler, tourists are subconsciously informed as to what 
to do and where to travel. Edensor (1998; 2000; 2001) develops the concept of staging 
tourism in relation to Adler’s argument. He contends that a tourist destination is a 
performance stage where tourists are directed to perform by the developers of tourist 
areas, tour operators and travel agents. However, he also suggests that place’s 
narratives, particularly mediated representation of a destination substantially affect 
tourists’ behaviour at the destination. Indeed, film creates a story and myth of a place 
(Selwyn, 1996) which is part of conventional practices at the destination. According 
to these theories, tourists have been viewed as passive and succumb to media and the 
developers of tourist areas, tour operators and travel agents. This research investigates 
tourists’ self awareness when they are at film locations. It argues that tourists are 
active and aware of being subject to the influence of media and stage managers.
The information from the tourists interviewed reveals that their practices and 
behaviour at the destination were not influenced by The Beach. Respondents felt that
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they considered themselves as tourists who had different travel practices to the 
backpackers of the film. It is apparent that respondents realised the difference 
between being tourists and backpackers. As a consequence of this realisation, tourists 
did not associate themselves with the characters in the film and negotiated to behave 
differently from mediated tourist practices, as some respondents observed:
W e were tourists in the hotels and we booked a tour out, whereas now we 
tend to go on adventure group holidays where there are 8 to 16 people with a 
tour guide and a local guide. Sometimes, we stay in the local houses as well, 
that’s how we will absolutely go there. We didn’t have that community sort o f  
spirit like in the film. ’ (TOU21/S3)
Another respondent also stated his motivation of travel to Thailand which was 
different from that of the backpackers’, as he revealed:
7 didn’t personally because I  didn’t come here as a backpacker, you know, I  
came here to visit my mum. You know, so I  saved my money and when I  came 
here I  knew I  was going to have a comfortable time and it was going to be a 
more high end holiday rather than just getting by with a backpack. ’ 
(TOC/7 7 /# ;
Regarding influence of The Beach on the construction of the tourist gaze, respondents 
did not entirely reject the impact of the film on directing their gaze and dictating their 
travel route. However, they identified themselves as tourists; they denied that the film 
narrative, which features stories of backpackers, had an influence upon their 
behaviour at the destination. Indeed, the tourists interviewed implied their self 
awareness and their image of Thailand as a tourist destination. Macabe and Stokoe 
(2004) and Macabe (2005) maintain that tourists identify themselves in relation to 
places. They suggest further that ‘tourist place’ must have describable features which 
allow people to be categorised as belonging to them. Both Macabe and Stokoe suggest 
that tourists’ behaviour is influenced by places, particularly, their physical 
characteristics. Since this research seeks to understand the extent to which films 
influence tourists’ images of a destination and their practices at the destination, the 
findings suggests that respondents’ negations indicate a minimum influence of the
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film on their behaviour and their image of a destination. However, tourists 
interviewed suggest their preferred practices when they had holidays in Thailand were 
influenced by the places’ environment and commercially established images that they 
bore before their visits to Thailand. Their images of Thailand are mostly related to a 
well established tourist destination where tourists are ‘guaranteed to have a really 
good time and warm weather’ (TOU15 and 20/S3).
On the other hand, this research supports Crouch et al (2001) who argue that tourists 
also make meanings of the space by their practices, their expressions, and their 
interpretation of mediated representations. The tourists’ reflections of their practices 
at the destination do not make a meaning of Thailand as a film location. Their original 
intentions to visit the country were not based on the fact that it was featured in a The 
Beach. The individual respondents expressed that their primary intention to visit 
Thailand was to have a good and relaxing time and to have a positive travel 
experience in Thailand, as some respondents contended:
I  didn’t look at it. I  didn’t see The Beach and say, “oh I  would like to go to 
Bangkok”, not because it is a hustle bustle place, you know. I  just went there 
because I  like travelling. For me, I  like the experience o f  travel. (TOU7/S3)
I  don’t know. I ’ve not been one o f them who have done it but I  think because 
you have got a city and beautiful scenery as well. There’s an appeal in the film  
to go to the south and north. I  don’t know. I  think people just really want to 
travel and spend quite a bit o f time in Thailand. (TOU.32/S3)
Respondents’ motivation to visit Thailand can fit into Macionis’s (2004) serendipitous 
film tourists who happen to be in a destination. However, from their reflection of 
themselves as tourists, the tourists interviewed challenge Macionis’s definition of this 
type of film tourist, as the respondents admitted that they were ordinary tourists at the 
film location. The film did not have any influence on their motivation to visit 
Thailand. Their main motivation to visit the destination and film location was 
primarily to have a travel experience and holiday in Thailand. Film location, 
according to their general opinion, is only part of the destination’s attractions. The
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Maya Beach was considered to be a beautiful tourist attraction in its own right. Being 
featured in the film, helped to popularise it and reinforce its beauty.
Nonetheless, the tourists’ expression of themselves as ordinary tourists prompts their 
negation of being a performer and staging tourist attraction. Adler (1989) and Edensor 
(1999; 2000; 2001) maintain that tourists are comparable to performers at the tourist 
site. Tourist practices at the destination are influenced by the site’s narratives, story 
and physical environment. This research finds that this is reversed in the case of The 
Beach and Thailand. The film itself portrays popular tourist practices which have 
already been evident at the destination, for example the hedonistic lifestyles and the 
backpackers’ experiences. The existence of these practices and the tourism situation 
in Thailand inspired the author to write the original novel which was then interpreted 
by the film director. The film locations were well known tourist areas which already 
ranked amongst the main tourist attractions in Thailand. The Beach visualises these 
practices by exaggerating them as extreme practices of young travellers.
However, the information confirms that their intrinsic practices are enframed and 
informed by different discourses according to temporal and spatial dimension (Adler, 
1989; Edensor, 2000). However, this research suggests that tourists themselves were 
not aware of their second status (being performers) at the destination. Accordingly, 
respondents’ temporal and spatial dimensions were determined by their holiday and 
their knowledge of Thailand as a well established tourist destination, particularly in 
terms of its beautiful beaches. Their practices at the destination were influenced by 
their desire for this type of holiday experience. Most respondents pursued typical 
tourist practices in Thailand that they had learned about from tourist brochures and 
anecdotes from friends and relatives, as one respondent revealed:
‘For my generation we would want the go lf courses, the nice restaurants, the 
culture, the temples and the canal trips in Bangkok; that sort o f  thing would 
interest us (TOU39/S3)
It is believed that at the destination, there have been a number of tourist practices 
provided for tourists. Tourists are not totally controlled and influenced by those 
mediated practices. They can select to perform according their temporal condition and
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different life style. The above quote illustrates the respondent’s preferred choices of 
tourist practices, according to his lifestyle. For example, the above quote suggests the 
preference of a keen golfer while Tourist 14 preferred family holiday activities at 
peaceful beaches. The tourists interviewed suggested that the mediated tourist practice 
in The Beach is different from most respondents’ image of holiday experience and 
lifestyles. Therefore, they did not choose to perform in a similar way to the mediated 
tourist practices.
Moreover, it suggests that individual tourists reacted differently to the mediated 
representation and practices. The following part explores a total negation of the 
influence of The Beach on tourists’ image of Thailand and their practices at the film 
location.
Tourists’ negation to the film representation
Tzanalli (2006) and Macionis (2004) suggest that having experience and exercising 
their imagination in relation to the film set are film tourists’ motivation for visiting a 
film location. As already mentioned, tourists interviewed suggested The Beach had a 
minimal impact on tourists’ image of Thailand and practices. The information also 
suggests that some respondents acknowledged that the film itself is a criticism of 
tourists’ practices at the destination. The Beach represents negative impacts of the 
tourist industry on a tourist destination. The film suggests that main tourist attractions 
were spoiled by mass tourists, as a respondent commented:
‘Well, I  suppose Alex Garland has been in Thailand and he was disappointed 
by certain areas have been spoiled by tourism. It is the point that the story 
depicted that people managed to find  the place that normal tourists wouldn’t 
know about. So why I  understood that it is because I  had actually been to 
many places in Thailand. ’ (TOU5/S3)
The respondent suggested that the impact of the tourist industry in popular touristic 
areas in Thailand has already been acknowledged by tourists. However, while most 
respondents accepted that the representations of beautiful scenery in The Beach had 
an instant impact on their desire to visit the island, a few respondents claimed to have 
had strongly negative reactions to the film and its representations of the destination.
213
These respondents refused to visit the Maya Beach and other islands that were 
featured in the film, as one respondent stated:
‘Well maybe, yes, but I  think that all the tourists want to go there and I  don’t 
want to go to places that are crowded with tourists, I  want to go to a place 
where it is quiet and I  can be, kind of, alone and just relax.So I  think the 
islands where they shot the film is now like one o f  the main tourist places 
where they all want to go and I  don’t want to go that way. I  don’t want to be 
there because everyone is there. ’ (TOU.26/S3)
Another one also stated:
It made me not want to go. (Why?) Because I  knew that everyone else will be 
going there and, you know, i f  i t ’s been like it was in the film, like no one else 
has been there. I f  you ’re going there, it would be pristine and beautiful, then 
yeah I  would have gone, but by the time I  went the second time or even first 
time, I  was like, there’s no way because I  heard that they have shops and 
everything on the beach. And then, that kind o f ruins the whole point. So that 
the fact I ’ve seen the film and realise that it will become a popular place to go, 
I  may not want to go there. (TOU.31/S3)
Their negations to visit the film location suggest an impact of a popular film on tourist 
destination and an impact of the film on tourist’s practices at the destination. First, as 
far as their actual experience at the destination is concerned, respondents reported the 
impact of film in inducing the tourist industry at Maya Beach and other film locations. 
This supports research of film induced tourism (Beeton, 2000; Hudson and Ritchie, 
2006 a and b) which maintains that film induces tourism at film locations. Although 
Maya Beach has already been a well known attraction for beach holiday tourists, The 
Beach popularised it and upgraded its status to that of a must-see attraction.
Secondly, their statements reveal tourist’s negotiation to mediated representation and 
popular tourist practice at the destination. Their negotiations, in fact, prompt 
alternative tourist practices at the film location. There was evidence of tourists, 
although few in number, who deliberately avoided visiting the film locations. Tourists 
interviewed also illustrated their negation of being performers at the tourist
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destination and their awareness of being enframed by mediated representation and 
mass tourist culture albeit they referred themselves as tourists not travellers.
6.3.4 Conclusion
This part of the chapter discusses the impact of the film on tourists’ image of the 
destination and their practices at the destination. It encapsulates tourists’ negotiated 
image of Thailand as a consequence of their interpretation of the film. The negotiation 
process takes place when they encounter the media. It begins with their interpretation 
of the mediated representations of a destination to their existing knowledge which is 
from various sources, for example anecdotes from friends and relatives, travel 
brochures and other television programmes. As a consequence of the negotiation 
process, tourists make a decision whether to believe the mediated image or negate it. 
This research finds that most tourists deny that they believe the mediated 
representation. Their collective knowledge and their actual travel experience in 
Thailand are more influential in shaping their image of Thailand. Their actual image 
of Thailand after they have negotiated with the mediated image is of a well 
established tourist destination which has beautiful scenery and nice weather.
Moreover, this research finds that popular films help construct iconic attractions. It is 
apparent that being the backdrop for a high profile film creates myth and meaning for 
a film location. The myth (of being the beach in The Beach) and narrative of the place 
is, in fact, a pulling power for a destination. The Beach popularises Maya Beach and 
elevates it to a must see attraction. Regarding the impact of film on tourists’ 
imagination, the film is stored in tourists’ memories for a long time, albeit that 
recollection of the film tends to come in random images and disconnected plotline. 
Tourists mostly remember their favourite scenes which shape their expectations of 
what they will see when they actually visit the sites for themselves. These favourite 
scenes are, in other words, the living guide book that tourists carry with them when 
they travel to Thailand.
Lastly, this research suggests that The Beach has minimal impact on tourists’ 
practices at the destination. Tourists acknowledged that The Beach involves a story of 
backpacking travellers and their practices but defined themselves as tourists or 
holiday-makers who have different practices and lifestyles from backpacking
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travellers. They contended that their motivation to visit Thailand was to have a good 
holiday and a relaxing time. They distance themselves from the influence of the film 
on their travel motivation and their practices at the destination.
6.4 Chapter conclusion
In the tourism industry, popular media particularly popular films have become 
extremely significant in destination marketing. Apparently, many Destination 
Marketing Organisations (DMOs) adopt films as part of their destination marketing 
strategies. This research outlines roles of popular film in the formation process of 
tourists’ image of a destination which is essential in destination marketing and 
highlights its influence on tourists’ behaviour. Tourists’ image of a destination is a 
continuum and a dynamic process. Tourists form their images of a destination from 
various sources at different times and spaces. With a number of distribution channels 
for example in cinemas, DVD rental shop, on television, film has integrated itself in 
people’s daily life. This indicates its powerful influence in the tourists’ image of a 
destination. However, this research finds that since films are not made to promote a 
tourist destination, not every film has the same level of influence. Place oriented and 
Hollywood budget films appear to have profound impacts on tourists’ image. These 
films involve a long exposure of locations or a destination as well as big Hollywood 
stars who attract people’s attention.
Regarding the impact of film on tourists’ image a destination, film enhances tourists’ 
imagination with its lively and vivid visual representation of a destination. During the 
moment of watching the film, tourists develop a vicarious experience through 
cinematic apparatus in other words film elements namely film stars, location, 
cinematography and storyline. With an emotional attachment to it, tourists tend to 
bear their images of a destination for long time. This finding of this research reveals 
that in the case of The Beach and Thailand, cinematography and film locations are 
most powerful in creating a vicarious experience and sharpening tourists’ images of a 
destination. These two elements of the film reinforce the beauty of film locations and 
transform it to become a spectacular place for tourists. They are powerful pull factors 
of a destination. On the other hand, film stars and storyline appear to have a more 
superficial impact in familiarising tourists with a destination.
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Nonetheless, since films are not produced to promote tourism but to attract its own 
target markets, representations of a destination in The Beach can be over-exaggerated, 
partial and distorted which lead to tourists’ presumptions about a destination. The 
Beach glamorises beaches and islands and hedonistic tourist practices in Thailand. 
The film re-presents the stereotype of the Orient which includes outdated, 
underdeveloped and poor attributes. As part of popular media, film has power to 
popularise destination image and tourist practices at the destination. These 
representations are obviously not beneficial for tourism of the destination. However, 
tourists are not passive film audiences. After they watched the film and visited a 
destination, tourists are able to rationally negotiate and correct meanings of film 
representations based on their previous holiday experience and their existing images 
of Thailand. As a consequence, tourists have their own negotiated images of Thailand 
which are more realistic, comprehensive and sophisticated.
According to tourists’ ability to differentiate cinematic world and reality, this research 
also argues that ‘seeing is not believing’. The Beach has minimum impact on tourists’ 
behaviour at the destination. This is due to the fact that the film itself reflects existing 
residual traveller practices in Thailand. Strongly identifying themselves as tourists, 
tourists refuse the influence of the film on their behaviour.
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Chapter 7 
Conclusion
7.1 Summary
This research was originally inspired by the growing phenomenon of film tourism 
which is a relatively new area of tourism studies. This area of research investigates 
film as popular media and tourist destination management. This research investigates 
the roles of a popular film in mediating a tourist destination and how it influences 
tourists’ image of a destination. Its overall aim is to investigate the way in which film 
mediates the destination, how tourists interpret the mediated representation in the 
film, and how film influences their anticipation and actual practices at the destination.
In order to achieve the aim, a theoretical framework was developed. The formation 
processes of tourists’ image of a destination and the tourist gaze were starting points 
to understand how film influences destination image and tourists’ image of a 
destination. The structural approach to culture was used to understand popular culture. 
This approach is fundamental to the investigation of film language and semiotics and 
to interpret the meanings of the film. Film stars, location, storyline and 
cinematography are significant elements in mediating a destination. The role of visual 
culture and tourist’s imagination is vital in understanding tourist’s interpretation of 
film meaning. Film has an influence upon a tourist destination in staging authenticity, 
representing and dramatising a tourist destination which enhances tourist imagination 
and anticipation of a holiday experience. The role of film as visual culture of tourism 
is used as a framework to investigate how tourists understand the film and how it 
influences their imagination which results in their anticipation of a destination and 
anticipatory tourist practices at the destination.
As the topic of this research, ‘Roles of film in mediating tourist destinations and 
tourist practices’ is relatively broad, a case study approach was applied to narrow the 
scope of the topic and to focus the geographical area of the study. The destination was 
firstly selected in order to identify the spatial scope of the research. Thailand was
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selected as it has been a popular destination for international tourists as well as a 
backdrop for Hollywood films for decades. A variety of Hollywood films have been 
made in Thailand, but The Beach (2000) was selected not only because its story 
involves tourism and tourist practices in Thailand but the whole film was made in 
Thailand. As the researcher is based in the UK and British tourists are one of 
Thailand’s tourism target market tourists, they were selected for convenient access. 
All of them had to have seen the film and to have been to Thailand. According to the 
research aim and objectives, the research was designed to have three studies: Study 1 
included the semiotic analysis of the film; Study 2 investigated the production of The 
Beach and Thailand’s destination marketing and Study 3 investigated tourists’ 
interpretation of the film and the influence of the film on their image of Thailand and 
their practices.
The findings of the three studies were integrated and presented according to the film 
viewing process; ‘Behind the scenes’ explored the tourists’ previous images of 
Thailand; ‘On the screen’ discussed how the various elements of film influence 
tourists’ imagination and how tourists react to the film, ‘On location’ explained the 
influence of the film on their anticipatory and actual practice at the destinations. The 
semiotic analysis and the study of film production and destination marketing showed 
that tourists had collected information about Thailand from marketing and non­
marketing sources. Thailand’s tourism marketing materials and previous popular films 
that used Thailand as backdrops for example James Bond: The Man with the Golden 
Gun (1974) and The King and I  (1956) were shown to have had potent influences on 
tourists’ image of Thailand as well as selection of The Beach location. These classic 
Hollywood films had popularised Thailand as a tropical beach paradise and exotic 
destination which was embedded in tourists’ memories and helped shape their image 
of a tourist destination. The selection of Thailand as the location for The Beach was 
not only influenced by the original novel but also the preceding films. The Beach 
glamorises the beauty of Thailand’s beaches and islands but ignores modem aspects 
of the country. Thailand is stereotyped as poor, undeveloped and hostile to western 
people. It is apparent that the mediated representations of Thailand are partial and 
distorted. They are not wholly beneficial to Thailand’s marketing.
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However, as discussed in Chapter 4, tourists’ images of a destination are holistic 
impressions of a destination from collective information. The tourists interviewed in 
Study 3 revealed that the mediated landscape of a destination is part of their holistic 
image of a destination. Although mediated representations of a destination are partial, 
it reinforced the dominant attribute of a destination. Key film elements such as the 
stars (characters), location, story and cinematography are tools that are used to 
mediate the destination. The research found that a film’s location and cinematography 
emphasise the spectacular characteristics of the locations and make them become 
iconic tourist attractions in their own right. The dominant influence of these film 
elements emphasises a potent role of visual media in mediating a tourist destination. 
The cinematographic techniques highlight the spectacular landscape of a destination. 
They have immense effects on tourists’ imagination and their travel practices at the 
destination. These effects are still vital after tourists have visited the destination. 
When they re-encounter these representations, these elements revitalise their travel 
experience which results in their fantasy and anticipation to revisit Thailand.
On the other hand, this research argues what Mulvey (1989) and Turner (1993) 
maintain that visual pleasure and cinematic experience are subjective and dependent 
on tourists’ background and lifestyle. Therefore, the effect of each film element on 
audience or tourists varies according to their background, interests and lifestyle. The 
findings suggest that the film’s stars and characters and the storyline had minimal 
effect on tourists’ image of Thailand and their anticipatory practices. Most tourists do 
not identify themselves with the characters or the storyline because they find that they 
overly re-present extreme tourist practices and are contradictory to their morality and 
travel life-style, although these elements of the film help enhance an adventurous 
atmosphere of Thailand.
Although this research did not focus on the impact of The Beach on tourists’ decisions 
to visit Thailand, it emphasises the extent to which the film influenced their practices 
at the destination. The tourists interviewed suggest that The Beach had minimal 
influence on their travel patterns and practices at the destination. It was a mechanical 
influence that took place when respondents were actually at the destination. As 
discussed in ‘On the Screen’ and ‘On Location’, the film enhanced tourists’ 
imagination and anticipation of the film location. As a consequence of being the
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backdrop for The Beach, tourists included Maya Bay (The Beach's main location) in 
their travel itineraries when they travelled within Thailand. These findings provide 
fundamental evidence of the hall mark effect of film and the role of film as a pull 
factor at the destination. The Beach has popularised the destination and drawn 
tourists’ attention to the destination.
Moreover, the tourists interviewed reflect that tourists as film audiences are not 
passive media receivers or passive performers at the destination. Whilst encountering 
the film, tourists interpreted the meaning of the film using their own experiences and 
knowledge of the country. They did not totally believe the media but were partially 
influenced by the visual representation of the destination. Tourists not only negotiate 
with the meanings of the representation but also negotiated the pattern of practices at 
the destination. Tourists rejected the mediated practices but negotiated to visit the film 
locations. The degrees of tourists’ negotiations to the mediated are also subjective. 
Some tourists reject visits to the film locations as they argue that the film lessens the 
authenticity of the destination. Tourists’ negotiation to the mediated practices 
revealed their preferred practices which were collectively influenced by other media 
for example travel brochures and the anecdotes of family and friends. This unpacks 
the influence of media on the tourism industry. It can be argued that one particular 
popular film can offer partial representation of a destination and tourist practices. 
However, during the process of tourists’ negotiation with the particular film, tourists 
integrated these representations with their previous knowledge of a destination which 
results in a more realistic and sophisticated image of a destination.
7.2 Contributions
The research has four contributions to the knowledge of film and tourism study. First, 
as already discussed in the chapter 2, previous research of film and tourism used 
quantitative methods to investigate the influence of a popular film in shaping a 
destination image and tourists’ decision making processes. Researchers of film- 
induced tourism such as Tooke and Baker (1996), Riley et al (1998), Busby and Klug 
(2001) and Hudson and Ritchie (2006a and b) emphasise the impact of film on an 
increasing number of tourist arrivals at film locations (which have become iconic 
attraction as being backdrops of popular films). Also, Kim and Richardson (2003) and
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Mercille (2005) use quantitative methods to investigate the effects of film on tourist 
destination image. This research used multi qualitative methods namely qualitative 
interviews and film elicitation to investigate the influence of film in shaping tourists’ 
image of a destination and their actual practices at the destination. The use of multi­
methods provides sequential causal relationships between media and tourists which 
are bounded by culture. The findings of this research suggest tourist’ interpretations 
of film have a mechanical influence on their image of a destination and their practices 
at the destination. This underlines their image of a tourist destination.
Secondly, the use of the case study, The Beach and Thailand allowed the researcher to 
investigate in-depth the influence of film elements on tourists’ image of a destination 
and their actual practice (visit the destination). The researcher developed the 
framework of film elements and their impacts on tourists’ image of a destination from 
Hudson and Ritchie (2006b), and Mercille (2005). The research finds that there are 
four important elements which influence tourists’ image of a destination and their 
desire to visit the destination. It was found that not only film location but also the 
cinematography techniques are the most important film influences in shaping the 
destination image and attracting the tourist to visit the destination. The popularity of 
film star and the storyline do not have such a strong influence on tourists’ behaviour.
Thirdly, the findings of the tourists interviewed highlight the role of film as visual 
culture in tourism. The information suggests that tourists have a moment of 
reminiscence of their previous holiday while they are watching the film whose 
locations and storyline are related to travel experience. The moment of reminiscence 
enhances tourists’ imagination of having a holiday and escaping from mundane life. 
In turn, this moment underlines the construction of a film location as an iconic tourist 
attraction which was mentioned in previous research. Moreover, this moment was 
recollected when tourists were at the destination. Then, film has become a living 
guidebook for them.
Lastly, this research reveals that film is not the most influential tourist motivation to 
visit the destination. The tourists interviewed suggest that there are other factors that 
influence tourists to visit Thailand for example their collective knowledge of the 
country from other anecdotes from friends and relatives, other media and travel
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literature. The Beach was not the major influence to visit the destination. The film 
only influenced them when they were actually at the destination. On the contrary to 
other research of film tourism for example Macionis (2004) which maintain that film 
is a motivation for tourist to visit a destination, the findings of this research suggest 
that tourists do not totally believe the film according to their interpretation.
7.3 Implications
As this research investigates the influence of popular film on destination image and 
tourist practices which are fundamental in destination marketing, it offers several 
implications for destination marketing. Although it focuses on a particular case The 
Beach and Thailand, the implications can be applied to other tourist destinations that 
are also used as backdrops for popular films. These implications include the use of 
film as part of destination marketing activities, responsibilities of Destination 
Marketing Organisations (DMOs), and enhancing tourists’ experience at the 
destination.
First, it suggests that using popular film as part of destination marketing activities 
must be strategically planned. This research confirms the suggestion of previous 
research of film and tourism that popular film can draw the attention of a mass tourist 
market. There is an obvious benefit of using film for destination marketing as films 
such as The Beach can create awareness of a destination for tourists. It can popularise 
the destination as a result of association with a high profile film production and big 
Hollywood super stars. This creates the myths and story of the place which reinforces 
tourists’ imagination and desire to see the film location in reality. Also, it mediates the 
landscape and townscape of the country in extraordinary ways which are different 
from normal destination promotion materials. It has a story, characters and especially 
directs tourists to see the landscape in different lights. Due to the development of film 
distribution channels and networking with television, popular film can be used as a 
hallmark event for promoting a destination without a limited time of exposure. 
However, the semiotic analysis and the tourists interviewed revealed that most films 
have their own objectives to achieve, which are mostly business, entertainment, and 
artistic oriented and therefore different from goals of destination marketing. Film is 
influenced by the film director, and film scripts. Thus, mediated representations of a
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destination in films are partial and can be distorted. In this particular case, The Beach 
popularises and glamorises controversial tourist practices and stereotypical 
representations of a destination. The Beach can lead tourists to misunderstand and 
misinterpret the true identity of a destination. The DMOs have to have destination 
marketing activities in response to this potential negative impact of film on a 
destination image. For example TAT made a campaign of ‘Amazing Thailand’ which 
emphasised Thai culture and the friendliness of Thai people to overcome the image of 
drug culture and hostile locals that are represented in The Beach.
Secondly, following up the potential negative impact of film on a destination image, 
there should be extra responsibilities of DMOs in dealing with film in a destination 
marketing strategy. The DMOs should pay more attention in selecting popular film as 
part of destination marketing. Research of a film’s genre, storylines, leading stars 
(public perceptions of their images), ways in which it portrays a destination, and its 
target markets should be conducted before adopting the film as part of marketing 
activities. This research suggests that the place-oriented film {The Beach and James 
Bond: The Man with the Golden Gun) and historical and romantic film genres {The 
King and I) are beneficial in providing information about a destination to audiences as 
well as enhancing their imagination of a place. Also, the interviews with the 
government officials suggest that pro-active destination marketing activities during 
the pre-production stage are potent. The ideal aim is to forge a mutual understanding 
between the film companies and the country. In the case of Thailand, the government 
established the Thailand Film Office (TFO) to take responsibility for international 
film production in the country. The organisation not only provides film production 
companies with information of film locations but also reviews the scripts to ensure 
that social taboos and the monarchy are excluded. Its job is to protect national 
identity. However, the research has found that as the government promotes 
international film production as another economic activity, the imposition of rigid 
rules and regulations can deter the film companies.
Lastly, the research finds that tourists’ actual experiences at the destination are 
essential in interpreting mediated representation and in shaping their image of a 
destination. In fact, their actual experiences can help correct the distorted 
representations. Co-operation between the local business sectors at the attraction and
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the DMO should exist in order to maximise tourists’ satisfaction at the destination. 
Happy and joyful memories stay in tourists’ minds for a long time. They are antidotes 
to mediated representation of a destination. Moreover, apart from popular films, 
anecdotes from friends and relatives are vital means of promoting a destination. All 
tourists interviewed reflected that tourists are mostly influenced by stories of friends 
and relatives who have been to a destination. They not only tell their stories but also 
share their photos of a destination with potential tourists. These visual are in fact 
useful unofficial destination marketing materials.
7.4 Limitations
Limitations of this research include difficulties in gaining access to film production 
companies and potential tourists as well as to follow up the impact of films on their 
travel behaviour.
First, referring back to the theory of auteurism (Hayward, 2006, Thompson and 
Boardway, 2008), film directors are influential in making meaning of the film and 
representation. Originally, this research also aimed to investigate the film production 
practices which underline the way in which Thailand’s landscapes were mediated and 
why the particular location was selected. It was believed that these aspects would 
provide profound meanings of mediated representation as well as rectify tourists’ 
interpretation of signs and symbols of film. The researcher could not contact the film 
producers or the film directors. Unfortunately, the Thai assistant director of The 
Beach passed away in 2007 before this research was conducted. However, the 
information from the general directors of the Thai local film production company who 
worked on the filming of The Beach and provided information of Thailand and other 
location provided relevant information about the finding of the film location. 
Regarding the intertextuality concept, the director is one side of the process of 
meaning making. The research focuses on the other side of the process which is 
audiences/tourists interpretation of the visual image. Also, The Beach was produced 
in 1999 and was released in 2000. It was almost ten years before this research was 
conducted. By then, only limited versions of the DVD and film posters were 
available. The semiotic analysis of the film was limited to the available materials.
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Secondly, due to the fact that the data collection was conducted from May to August 
2009 which was not a high season for travelling to Thailand, there was a difficulty in 
identifying potential tourists who were planning to visit Thailand. Most prospective 
respondents in this category planned to visit Thailand during November 2009 to 
January 2010 which was too late to be included in this research. Moreover, due to the 
economic problems in UK as well as the political turmoil in Thailand during 2008 to 
2009, some respondents decided to visit a nearer destination or other Asian countries. 
Hence, the researcher decided to exclude this group of tourists who had not yet visited 
Thailand from the study. The research only investigates the influence of film on 
tourists who had visited Thailand and seen the film. Also, as these tourists had already 
visited Thailand, their information was based mostly on their memories of their actual 
holiday experience. These memories are not as vivid as their actual experience.
Thirdly, in general, qualitative research is time consuming as it deals with nuance and 
insight of respondent (Mason, 2002). This research investigates only one particular 
film and its influence on tourists’ image of a destination and their practices. It does 
not include the study of other films that have used Thailand as a backdrop or 
represented Thailand.
7.5 Suggestions for future research
The limitations of this research prompt avenues for future research in the area of film 
and tourism. This research focuses on the influence of a particular popular film on 
destination image and tourists practices. It does not touch upon the influence of film 
in tourists’ decision-making and their behaviour at the destination. Future research 
could explore in depth the influence of a particular film on tourists’ decision-making 
to visit Thailand. It could also focus on what tourists expect to experience in Thailand 
after watching the film.
Moreover, tourists’ behaviour at Hollywood film locations, such as Khaosan Road, 
Phan-gna and Maya Bay featured in The Beach and James Bond Island featured in 
The Man with the Golden Gun could be a focus of further research. As there has been 
no empirical research on tourists’ behaviour at film locations in Thailand, future 
research could investigate in more depth tourists’ behaviour and their motivation to 
visit locations using both qualitative interviews and observation techniques. The
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respondents of future research are the potential target markets of the film for example, 
The Beach and young backpackers.
As mentioned earlier, this research only investigated the meaning of one particular 
film, The Beach. Another opportunity for future research is to investigate the impact 
of other popular films on potential tourists’ collective image of Thailand and their 
behaviour. Such films include Bridget Jones Diary (2004), American Gangster (2007) 
and Bangkok Dangerous (2008). According to the Thailand Film Office’s statistics of 
international film production in Thailand, Thailand is a popular film location for 
Bollywood films (popular Indian films) and Korean films. Future research could also 
investigate the representations of Thailand in these international films and the impact 
of the films on non-English speaking tourists’ expectation of travel experience.
7.6 Concluding thoughts
Since this research adopts the case study as its approach for selecting subjects of 
study, its findings can not be generalised. It is hoped that the study improves the 
understanding of the relationship between film as a popular medium and tourism 
management. Popular film, as part of the popular media, functions as both visual 
culture of tourism and destination marketing activities.
As a visual culture of tourism, film provides visual images augmented with sound and 
story. Tourists’ encounters with film not only provide visual pleasure but also a 
simulation of reality. By seeing a mediated landscape, tourists achieve the moment of 
reminiscence of their desired holiday experience or their past holiday experience. This 
moment underlines the importance of media and tourist imagination. Also, this 
moment reinforces tourists’ impressions of a destination which are fundamental to the 
formation of their image of a destination. Also, the moment of reminiscence can take 
place when tourists are at the destination. The film can be used as a living guidebook 
to which tourists can refer when they are at the destination.
As part of destination marketing, popular film can be used as part of destination 
marketing because of its ability to promote awareness of a destination to a mass 
market of tourists. Film has its own tradition of making meaning as well as its 
objective. The mediated representation of a destination may not be congruent with a
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desirable destination image created by a destination marketer. Film genre, storyline 
and characters must be carefully selected.
Furthermore, investigation of film as a cultural product provides a profound 
understanding of the influence of film on destination image and tourists’ practice. 
Building upon Hudson and Ritchie’s (2006 b) proposal of the factors that make film 
location become an iconic attraction. Turner’s (1993) film as social practice and 
Metz’s (1978) semiotics of film, this research studies the meaning of film through its 
elements and its production practice. Each element of film has a different level of 
impact on tourists’ image of a destination and tourists’ practices. In the context of 
tourism, film location and cinematography are highly influential to tourists’ 
impressions of a destination. Yet, the impact depends totally on the ways in which the 
individual tourist sees the film. His or her perception and consumption of film are 
dynamic and are likely to vary according to his or her background and life style.
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Appendix A
English language films produced in Thailand
NO YEAR TITLE DIRECTOR COUNTRY/COMPANY
1 1927 Chang, Silent film Merian 
C.Cooper and 
Ernest B. 
Schoedsack
USA/Paramount Picture
2 1956 Around the World in 
Eighty Days
Michael Todd USA/ Not mentioned
3 1971 The Big Boss Wei Lo Golden Harvest Company 
(20 th Century Fox 
distributor)
4 1974 James Bond: The 
Man with the Golden 
Gun **
Guy Hamiltion USA/ Danjag
(Uncredited)United
Artist(Distributor)
5 1978 Deer Hunter ** Michael Cimino USA/EMI
6 1984 Killing Fields * Roland Joffe USA/Enigma(First Casualty)
7 1987 Good Morning 
Vietnam**
Barry Levinson USA/Touch Stone Picture
8 1988 Rambo III Peter
MacDonald
USA/TriStar Picture Carolco
9 1989 Kickboxer Mark di Salle, 
David Worth
USA/King Road Production
10 1990 Air America Roger
Spottiswoode
USA/Carolco
11 1993 Surf Ninjas Neal Israel USA/Newlines Cinemas
12 1993 Heaven&Earth* * Oliver Stone USA/Alcor Films
13 1994 Natural Causes James Beckett USA/Pacific Rim Production 
Limited
14 1995 Young Indiana 
Jones-Treasure of 
the Peacock’s Eye
Carl Schultz U S A/Lucasfilms
15 1995 Operation Dumbo 
Drop**
Walt Disney, USA
16 1995 Cutthroat Island Renny Harlin USA/Beckner/Gorman
Productions
17 1996 The Quest Jean Claude 
Van Dam
USA/MDP Worldwide
18 1996 The Phantom Simon Wincer USAZBoam Production
19 1996 Bloodsport 2 Alan Mehrez USA/FM Entertainment 
International N. V.
20 1997 Mortal Kombat: 
Annihilation
John R Leonetti USA/Newlines Cinemas
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21 1997 James Bond: 
Tomorrow Never 
Dies**
Roger
Spottiswoode
USA/Danjad
22 1998 A Bright Shining 
Lie**
Terry George USA/HBO
23 1999 Brokedown Palace Jonathan
Kaplan
USA/Adam Field 
Productions
24 2000 The Beach Danny Boyle USA/20 th Century
25 2001 To End All Wars David L 
Cunningham
USA/Argyll Film Partners
26 2002 Modem Warriors Peter Spirer USA/Alsan Production
27 2002 City of Ghosts * Matt Dillon USA/United Artists
28 2003 Bridget Jones Diary; 
The Edge of Reason
Beeban Kidron USA, Miramax
29 2003 Belly of the Beast Sui-Tung Ching USA/Century Time (H.K)
30 2004 Somewhere Thomas Whelas USA/The Summerland Story 
Company
31 2004 Alexander**** Oliver Stone USA/Wamer Brothers
32 2004 Sniper III PJ.Pesce USA/ Destination Films
33 2005 Stealth Rob Cohen USA/Columbia Picture 
Corperation
34 2005 Star Wars Episode 
III
George Lucus USA/Lucas Films
35 2005 Rescue Dawn Werner Herzog USA/Gibraltar Films
36 2006 Journey from the 
Fall
Ham Tan USA/A Fire in the Lake
37 2007 American Gangster Ridley Scott USA/Universal Pictures
38 2008 Bangkok Dangerous 
(Big Hit in Bangkok 
or Time to Kill )
Oxide Pang 
Chun, Danny 
Pang
USA/Bangkok
Dangerous(Lionsgate
Distributor)
39 2008 Rambo IV : John 
Rambo
Sylvester
Stallone
USA/Lionsgate
Notes: All films were produced in English language
1992 Thailand is used for representing Cambodia 
** Thailand is used for representing Vietnam in Vietnamese war 
***Thailand is used for representing Loas 
**** Thailand is used for representing India
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Appendix B 
Maps of The Beach locations
$The map of the secret beach
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Appendix C
Standard letter to representatives of Thailand tourism government agencies and
local film production companies
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/ f  UNIVERSITY OFiS  SURREY
28 April, 2009
Office of Tourism Development National 
Stadium, Rama 1 Rd. Wangmai, 
Patumwan, Bangkok 10330, Thailand
Maltika Siripis
PhD Researcher -  Tourism Management 
School of Management 
University of Surrey 
GU2 7XH UK
Email:m.siripis@surrey.ac.uk
www.surrey.ac.uk
Dear Director of  Office of  tourism developm ent
I am  a lecturer in Tourism m a n a g e m e n t  a t  th e  Faculty of  M anagem en t  Science, Silpakorn University, 
Thailand. Currently, I am  doing a PhD in Tourism M anagem en t  a t  th e  University of  Surrey in England. 
My research is investigating th e  influence o f  film on th e  image of a country as tourist  destinations. In 
this, I am  focusing on th e  experience of Thailand. As th e  Office of  Tourism Developm ent plays an 
essential role in developing tourism and facilitating th e  production of  international film com panies  in 
Thailand, I will there fo re  be extremely grateful if I could interview you or your officials to  discuss 
th e se  following issues:
1. Film and Tourism in Thailand,
2. The influence of  film on Thailand's destination image and,
3. The influence of  film on tourists '  understanding o f  destination image and 
tourist  practices.
I will be returning to  Thailand in May, 2009 and hope to  conduct interviews during this t im e. I will 
con tac t  you in th e  next few days to  discuss a possible t im e and place. Given th e  im portance o f  film in 
th e  creation of destination image, I believe this research has im portan t implications for marketing  in 
Thailand.
Thank you very much for your kind cooperation in advance.
Yours sincerely,
M l f i f l i C L  9 ^
Maltika Siripis 
PhD Candidate 
School of  M anagem ent
Supervised by Dr Caroline Scarles and Prof. David Airey 
School of M anagem ent,  University of Surrey, UK.
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UNIVERSITY OF
# SURREY
28 April, 2009
Office of Tourism Development National 
Stadium, Rama 1 Rd. Wangmai,
Patumwan, Bangkok 10330, Thailand
Dear Mr. Santa Pestonji
Regarding our telephone conversation on Tuesday 17th, 2009, it was very kind of you to 
respond my inquiry without hesitation. I am a research student at the University of Surrey 
in England. My research investigates the influence of film on the image of the country as a 
tourist destination. It focuses on the role of The Beach on Thailand's image. As you company 
plays an essential role in the production of The Beach. I will therefore be extremely grateful 
if I could interview you or your officers to discuss these following issues:
1. The selection of film location
2. The representation of Thailand in The Beach
3. The role of The Beach in mediatising Thailand as tourist destination
I will be returning to Thailand in May, 2009 and hope to conduct interviews during this time. 
I will contact you in the next few days to discuss about time and place. Giving the 
importance of film in the creation of destination image, I believe this research has 
importance implication for marketing in Thailand.
Thank you very much for your kind cooperation in advance.
Yours sincerely,
M i l U t L  9 ^
Maltika Siripis 
PhD Candidate 
School of Management,
University of Surrey
Supervised by Dr Caroline Scarles and Prof. David Airey 
School of Management, University of Surrey,UK.
Maltika Siripis
PhD Researcher -  Tourism Management 
School of Management 
University of Surrey 
GU27XH UK
Email:m.siripis@surrey.ac.uk
www.surrey.ac.uk
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Appendix D
Official introduction letter from the researcher’s sponsor
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Y1 m  0520.303/ 
miJin?
l  jj. 3 8.%m 9.
m fîlJ î 76120
wqiinifw 2552
1,73x1
L7EJU NaiuQEjmimunvi^u'imTYia'amyi
ËxiYÎWowi^ü 1. a^y iy^aaury i^m a^n iy ru  (^uumwa^nqy)
lu a ^ y u ^ m iM m  mrAfi ai^n^aili^is^iiïiniî^mîmTKi'a^mai am^Yiaim?<^m7 
yvniYianaa^aiJin? l^ a u ^ to n m ^ a tt^ iJ iB n jn j 'i ia n  mumia^iniimTKi'a^mLJi m 
(University of Surrey) Lfemflflvmïïaiumm muanuimumid^la^mwanttmmumm'aximui^a^ 
iJi^m rflyi u mu^ ailtmuEJM niîanwüÿ^ aiianany^ diéailî^ iûtjy^ iiyiiiiYi^ aniîflfi'aaii^ mla^ a^
unYia^mm '^am^anmiia^ili^mrflYiaua^mTiJgîii^u^avjunYia^mmam^lî mtLMayadiviTiJ^u™ 
uii^ aaniSma^ dQU M
torn 1 : â^aiymaiiiia^mu iiabaQnymlaunria^mEJQ i^i t^imn mmnaonqu- <?ia 
/n ^ a n m  uatmiiigîifi^uyaxaunYia^maQluiailimüyâi
d™  2 : aymmaii^a^LmdamTiii^ua liaïQïïrmûiimam^anwAa^iJi^mal^y am 
ijaainT^maQiaAumîd^iLdîâiniîriiyjarimîia^iJibmft w atm m rfam m eiam rm  
yia^maQ'üa^^ma
2/eH a  2/  C5 i i i M o t/  i i a  i o fNHnyiVNai7miuaQiviU7ivi,u7EJx3iu6üa>3YnuyuYiinYi?nanj<?iam7f:(>3if(7Mmîa'iEJYii/n^ EJU<?]7 
dixiilî^ ma im ^ijaam T^^am m  Lia^ayaauSuiJisIymTia^iumaija^Nanyi amn aAaiuaautijia 
arAa d u a im ija a in ilH ^ n au a ^ y iiu ^ a m m a te a y am u n m d ^ i^ a i^ a n m  
mid^ L^ nmaaiamTYia^ mEja^ a^ ilitLYia ai^ iau nan ua^ aaiua^ uaa'im^ a^ riitia^ aan
..../vuu....
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uaMiaiiaij f^ituflQ'îviuiMi m Tamffü
^aii^m im una 
(w'ïïQEjftifî^ naiiâ çmaaa mryauumi^ü?)
iJgïïlÎTiïm?unuatuijflatvttnYimm^m?
Im.032-594028
ÎYl?Êm.032-594027
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Appendix E
Research information sheet and respondent consent form
(for Study 2)
266
<  UNIVERSITY OF
®  SURREY
PARTICIPANT INFORMATION SHEET
(For Film Production Company and Government Tourism Agents)
The role of film in mediating destination image and tourist practices:
The Beach and Thailand
As a form of popular media, film has potent roles in representing tourist destinations. This 
research focuses on its roles as a popular medium on tourist destination image and tourist 
practices using The Beach and Thailand as a case study. The Beach is a Hollywood popular 
film that not only uses Thailand as a location but also entails a story of tourism in Thailand. 
This research seeks to explore roles of film in mediating destination image and tourist 
practices in three aspects: 1) the production practice of film which is engaged in mediating 
location’s images, 2) the visual representations and their meanings in relation to destination 
image, and 3) the tourists’ understanding of the destination image and tourist practices at the 
destination in film.
Understanding the film production practices and destination marketing is a key of this
research.
Do you have 1 hour to discuss your knowledge and your experience of international 
film production and destination marketing?
Participants must have knowledge of The Beach and destination marketing. Some of the 
issues that will be covered include: the selection of film location, film and representation of 
destination image, and film and destination marketing.
• Interview will be conducted at respondents’ offices or at another suitable location whichever is 
most convenient for participants. Dates and times will be arranged at the convenience of 
participants.
• Participation in the interview is entirely voluntary and participants are able to withdraw their 
participation at any time.
• The individual interview will be recorded by digital recorder and will be transferred into electronic 
files. All data collected will be treated as strictly confidential and will not identify any individuals.
• This research is a part of PhD project of Maltika Siripis, a research student at University of 
Surrey. Any correspondence by mail should be directed to: Miss Maltika Siripis, research student, 
School of Management, University of Surrey, Guildford, Surrey, GU2 7XH.
• If you are at any point unhappy with this interview, then please contact Dr Caroline Scarles 
(available by email: c.scarles@surrey .ac.uk)
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UNIVERSITY OF
#  SURREY
Research Information Sheet for Tourists who have visited 
Thailand
Roles of film in mediating destination image and tourist practices: The
Beach and Thailand
As a form of popular media, film has potent roles in representing tourist destinations. This 
research investigates the roles of film as a popular medium on tourist destination image and 
tourist practices using The Beach and Thailand as a case study. The Beach is a Hollywood 
popular film that not only uses Thailand as a location but also entails a story of tourism in 
Thailand. This research seeks to explore roles of film in mediating destination image and 
tourist practices in three aspects: 1) the production practice of film which is engaged in 
mediating location’s images, 2) the visual representations and their meanings in relation to 
destination image, and 3) the tourists’ understanding of the destination image and tourist 
practices at the destination in film.
Hearing tourists’ perspectives of the film and the experience of
travelling to Thailand is a key part of this research.
Do you have 1 hour to talk about your views about the film and your experience of
visiting Thailand?
Issues of discussion include: your understanding of the film and the representation of the 
destination and tourist practices, the anticipatory image of Thailand and tourist practices, and 
travel experience in Thailand.
• Interview will be conducted at respondents’ home or at another suitable location i.e. café -  whichever is most
convenient for participants. Dates and times will be arranged at the convenience of participants.
• Participation in interview is entirely voluntary and participants are able to withdraw their participation at any
time. All data collected will be treated as strictly confidential and will not identify any individuals.
•  If you are at any point unhappy with this interview, then please contact Dr Caroline Scarles (available by email: 
c.scarles@surrey .ac.uk)
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-, UNIVERSITY OF
^  SURREY
The role of film in mediating destination image and tourist practices: The Beach 
and Thailand
CONSENT FORM
• I voluntarily agree to take part in the study on ‘ The role of film in mediating destination 
image and tourist practices: The Beach and Thailand’ conducted by Miss Maltika Siripis, 
University of Surrey.
• I have read and understood the Information Sheet provided and I have been given a full 
explanation of the nature, purpose, location and likely duration of the study, and of what I will 
be expected to do. I have been given the opportunity to ask questions on all aspects of the 
study and have understood the advice and information given as a result.
• I agree to comply with any instruction given to me during the course of the study and to co­
operate fully with the investigator.
• I consent to my personal data, as outlined in the accompanying information sheet, being used 
for the research project detailed in the information sheet, and agree that data collected may be 
shared with other researchers or interested parties. I understand that all personal data relating 
to volunteers is held and processed in the strictest confidence, and in accordance with the Data 
Protection Act (1998).
• I understand that I am free to withdraw from the study at any time without needing to justify 
my decision and without prejudice.
• I confirm that I have read and understood the above and freely consent to participate in this 
study. I have been given adequate time to consider my participation and agree to comply with 
the restrictions and instructions of the study.
Name of participant:
Signed :
Date:
Name of research:
Signed :
Date:
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Appendix F 
Themes of interview (for Study 2)
Representative from local film location companies
Themes Subthemes
1. Background of the 
respondents
- What are their jobs and responsibilities and their involvement 
in film industry?
- What are their experiences in the film industry and in working 
with the foreign film producers?
2. Film production 
practices
- What are their major responsibilities in the foreign film 
production?
- What are their responsibilities in the production of  
international films?
3. Locations - What are their involvement in selection the film locations?
- What are their responsibilities in on location production?
4. Film and destination 
image
- What is the image o f Thailand as a film location
- What is the relationship o f international film production and 
destination image
5. Audience and 
subsequence o f film on 
audience
- How does film influence on audience’s imagination and 
behaviours?
6. Influence o f film on 
destination image
- What are the effects o f film elements on creating and shaping 
the destination image
- What are the most effective film elements that can represent 
the destination image?
7. Influence o f film on 
tourist practices and 
tourism
- What do you think about the relationship o f film and tourism?
- How does film influence the growing o f tourism o f the 
location?
- What is the influence o f film on tourists’ travel patterns and 
practices?
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2. Representatives from TAT and Thailand Film Office (Office of Tourism 
Development)
Themes Subthemes
1. Background of the 
respondents
- What are their jobs and responsibilities and their involvement 
tourism marketing and tourism development?
- What are their experiences in the tourism industry and in 
working with the foreign film producers?
2. Film production 
practices
- What are their major responsibilities in the foreign film 
production?
- What are their involvement and responsibilities in the 
production of The Beach?
3. Locations - What are their responsibilities in screening foreign film 
companies to shoot the film in Thailand?
- What are their involvement in selection the film locations?
4. Film and destination 
image
- What is the image o f Thailand as a film location?
- What is the relationship between international film production 
and destination image?
5. Audience and 
subsequence o f film on 
audience
- What are the target audience o f the film?
- What is the influence o f film on audience’s imagination and 
behaviours?
6. Influence o f film on 
destination image
- What are the effects o f film elements on creating and shaping 
the destination image?
- What are the most effective film elements that can represent 
the destination image?
- What are the effects o f The Beach and the destination image o f 
Thailand?
7. Influence o f film on 
tourist practices and 
tourism
- What is the relationship o f film and tourism?
- What is the influence o f film on the growing of tourism of the 
destination?
- What is the influence o f film on tourists’ travel patterns and 
practices?
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Appendix G
Examples of original interview transcript (Study 2 and Study 3)
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Example of Interview Transcript (Study 2)
Interview with Santa Pestonji, Managing Director of Santa File International
Interviewed date Wednesday 26th May 2009 Time: 14.00-15.30 hr
MS = Interviewer
SP = Interviewee
MS: Today I have prepared many questions to ask you, but actually they are only 
guidelines for the questions. I would rather have a kind of general talking than 
questioning-and-answering. Also, I would love to learn from you, about film 
production in Thailand.
SP: That’s good. Well, concerning about film production, I was bom in this 
industry, my father had done this before, here (point to the working room) are 
for film shooting, film developing, for filming and dubbing (sound recording) 
room, everything - i t ’s kind of holistic / entire process here. At that time, film 
industry was not popular as the government did not quite support. Then, my 
father passed away, I continue his work. But, mostly I emphasize working with 
the international films and commercial films production. The local industry is 
not quite successful because of its products distribution. They sell our products 
in their cinemas, but it is difficult for us to get money. Except that we have our 
own cinema network. It doesn’t work as I notice, if we produce a film and we 
have to wait for others to show it in their theatre and we wait for sharing profit. 
This way it is not successful.
MS: So with this reason, you started working with foreign /international films, right?
SP: Yes, The first international film that I had experienced with was Tazan and 
Three challenges. At that time, I had just graduated. The Tazan movie was fun 
actually (laugh) , Tazan came to Thailand, they used Saraburi, Chiangmai and 
Petchburi as their shooting locations. It was 40 years ago, about the year 1961.
MS: That was the first film of the company, wasn’t it?
SP: Actually not, our company made several foreign films before. My 
Dad, he made films with German, French and American.
MS: I see. In this case, you mean as a co-production or as a coordinator, right?
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SP: Exactly, when I was young, my Dad sent me to study aboard since I was 11
until I was 21 when I came back and manage our company.
MS: And when you worked with the international film productions, what did you do? 
What was your responsibility?
SP : What we did, let say this way, we provided services for them. We used to say 
that we serve you from very tiny little thing to the biggest, as we can find you 
everything from little pin to battleship. What they want, I can find all for them, 
which I am lucky at this point, I have chance to experience with film making 
internally and domestically, in many circumstances like in the water, on the hill 
top, or even in the air. We had worked with the film “Air American”. At that 
time, there were total 26 warplanes under our management and control, we had 
to coordinate with Air Force, Army, and Navy. The Government at the time was 
lead by Prime Minister Chartchai, was widely opened to support film industry. 
We had fully cooperation for this movie, we had even the foreign pilot- 
cameraman flying with Thai pilot. Thai pilot enjoyed working with us, normally 
they fly formally from one point to another, but with us they can fly freely like 
low-level flying, slow flying, wingover flying, which they thought they learnt 
more.
MS: That’s great. And what about filming “The Beach”, how did you involve with 
them?
SP: The producer of “the Beach” used to work with me in the film called “Killing 
Field”. At that time, I was working as the Production Coordinator which means 
that I had to coordinate with every single matter, what they wanted I must be 
able to provide them. And we brought in the government agencies to work with 
us, I often visited the government agencies and asked them to send a 
representative as a coordinator to work with us. We provided them all detail and 
explained them what we need, what kind of license or permission we need from 
the government, then this person would coordinate in the next level for us.
MS: What about the selection of the locations, how did you involve with that?
SP: First of all, they sent me the movie script and stated that this movie they planed to 
film in our country, which they have studied the possibilities before among our 
competitive countries like Burma, Malaysia, the Philippines, and Thailand. In
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the past, the Philippines in the period of Madamme Margos, opened widely and 
fully support. They knew that this industry is good investment to their country. 
For our country, at the beginning, the government as well as people concerned 
about using public equipment, for example the military equipment that were 
bought from their tax paid, in the film. They concerned that who will take the 
responsibility in case of damaged. However, we have insurance for all 
equipment which normally the government could not provide this insurance. In 
generally, in the film every time that a plane flies, it must have insurance, 
otherwise the producer would find guilty. Every plane was entitled for 
replacement value or damage insurance, which was enable us to buy a new 
plane to replace the damaged one. We need the insurance for all equipment. This 
is quite sensitive management which some producers from some countries did 
not want to mention about.
MS: You mean damaged cost.
SP : No, I mean the insurance premium. Some producers don’t care, they leave it as 
the responsibility of the coordinator. We might be fined or even put into jail, 
they don’t care. So we must be very careful at this point.
MS : What about the film shooting of the Beach at Phi Phi Island, Maya Bay, which 
has the problem...
SP: About the permission, right?
MS : Yes, it is.
SP : At that time, the Tumbol (Sub-district) Administrative Organization (TAO) and 
Provincial Administrative Organization (PAO) of Krabi Province, they came to 
us and said that if we hired them they will manage everything about the 
authority, we need to pay them 13 Million Baht.
MS : You mean TAO and PAO offered you that...
SP : Yes. I said that we did not have sufficient budget to hire them, which we are
hired from the film production as their representative in this country. We have to 
take responsibility to all cases. These people (TAO/PAO) seemed not satisfied 
with us, they tried to interfere us. Like, we did not pay them, we could not get 
into their areas, something like that. I explained to them that now Krabi province 
is not well known but once the film is shown in many countries, the tourists will
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flow in, which they did not care. They need to know only how much they can 
get right now. Then, the thing went on and on... (pull the bored face)
MS: Then, how did you solve the problem?
SP: I solved the problem by going directly to the Governor of Province, and The 
Prime Minister’s Office. The PMO had an order through the Governor, to 
coordinate with the film production. However, the coordination and cooperation 
was very difficult, I had to make personal contact with local influence people 
and explained to them that what we do, and how your province will be in the 
future as the tourist attraction place. Then, I told them how we need to from 
their cooperation. But, still it was not fully cooperated as they did not gain 
anything back personally.
MS: But I have read from the newspaper and have followed this issue, and obviously 
seen that there were a lot changed in the National Park area and landscape.
SP: No..no..That’s not true. Actually we could not do that, we had commitment 
(contract) with Royal Forestry Department, that we would shoot everything as 
they was. In case, that we need to add something in, we would use temporary 
trees, and then we move them out. We had a big ship carrying the equipment, on 
the way to the beach we had scuba diver inspected that the cruise bottom would 
not destroy any coral reef, we needed to wait until the tide was high then the 
ship could go in. We always do this all time, so it was difficult work.
MS: And because you were criticized (or carped at) too, right?
SP: That’s right. We were carped at all the time.
MS: Is there any other location for this film, beside Phi Phi?
SP: There were Phi Phi Don, and Phi Phi Lay and several places inland and other 
several small islands as well as at Phang-gna province. I had made a contract 
with Royal Forestry Department because we had to shoot in many places in the 
islands under their authority, we promised that every month after the shooting in 
each area, we would check all conditions in that area to see if there were any 
damages and how to restore them. One day, I went down to check up the place 
as its schedule even it was during the rainy season. I went to Phi Phi, the rain 
storm was very heavy, while I was waiting to go back, there was a tourist boat 
came in. So I asked them what made they came in such a weather condition,
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they said that they watched The Beach movie, so they would like to witness with 
their true eyes that the film really shoot in the real place, not just like the other 
Hollywood films which always fooled you. I feel proud of what we are working, 
they come from far away just to see what was in the film.
MS: I agree. As I study, there is a kind of tourism called film tourism, which referred 
to the tourists who select the places in the films to visit. There are certain 
numbers of this tourist type. In Thailand, there are the film like James Bond 
which bring in the tourists to the country.
SP: I also made two James Bond films
MS: Both episodes, right?
SP: Yes, The one is Man with the golden gun, and the second is Tomorrow never 
dies.
MS: Yeah, the second was just recent on. But for the first one, The Man with the 
golden gun was like creating the myth in the film production and tourism 
industry, whenever the tourist come they have to go there.
SP: There was the Bang Sai Floating Market, we went shooting there.
MS: Really?
SP: Yes.
MS: Was there any difficulty during the film shooting?
SP: Of course, there was a trouble. Troubles are common in every film making.
Uhh.. .like me, do not getting old and having diabetes, it makes you become 
forgetful.
MS: Oh, rally?
SP: I can recall now.. There was one movie. It was the easiest film I ever done. It was 
teaijerker film, spending only 10 days shooting; the main characters came to 
Thailand and falling in love to each other, a kind of romance. But still there 
were several minor problems. For the big budgeted film, like Air America, 
which there were many warplanes flying over all the time; we worried about 
accidents from minor ones to major ones. Luckily, we didn’t have any in that 
film. In making films, you never know what will happen, and whenever there 
are problems we need to be ready to solve it.
MS: What kind of problems happened during the film shooting?
SP: Mostly the troubles from weather.
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MS: Which is uncontrollable?
SP: Right, that we could not control. Sometimes, we choose to shoot in the dry
season, but still there’s raining. Since, our country once it is very hot, there will 
be rain storm. For example, there was one film, they need to shoot in our 
country in rainy season, because the main actors had only 10 days available. We 
wasted half a day waiting for the raining to stop.
MS: What about The Beach, was it difficult? Were thereAny problems in film 
shooting?
SP: The Beach had a lot of problems while it was shooting since Leonardo DeCaprio 
is the super star. His Japanese fans even hired a plane just to see him in Phang- 
gna province. About 60 people, they contacted me and told me that they hired 
the plane in order to see him. I said that I could not help them as you know each 
day I had the overall expenditure about two million dollars, if it happened that 
he could not act which means that I had to waste 60-70 million Baths. If the fans 
made me lost 30 minutes as he spent time talking to them, all these girls, I could 
not allow it happen. By the way, I could let them see the shooting by arranging 
the areas for them, which normally we signed the contract with Fox, by law we 
could not allow any photos shown out. In this case, I did contact to Fox and 
explained the situation and pointed out that this could be one way to promote 
your film by saying that the Japanese fans were attracted by DeCaprio.
MS: This concerned about super star.
SP: Definitely. The famous actor: personally, he is a nice guy.
MS: I don’t know he has many fans. Does he?
SP: He has many fans. Obviously, the famous super star like Mil Gibson, the ones 
who are really big, they are always nice, have good relationship with people.
But some who are getting popular, not really that big, like one actress, I would 
never forgotten her, but I will not mention her name. This girl is really bitchy, 
always trouble maker. One time, in this film, we prepared everything in the 
eating place for staff and everyone, but she chose to eat under the coconut tree, 
then the coconut fell on her head.
MS: (laugh) and then?
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SP: Lucky her, it was a small coconut and it was almost missed. Oh., everyone in the 
team laughed at her. (with his hand covering his mouth. She should deserve it 
really.
MS: When shooting at Krabi province, had you helped them find the nice point for 
shooting, like the beautiful scenery, things like that.
SP: Yes, absolutely. We have Thai director’s assistant, Mr. Somphol, I could not 
remember his last name, and the other two. I was like a team-leader, I read the 
story script and we had a meeting to discuss about the location. They have 
experience shooting film all over Thailand, both with our company and others. For 
The Beach, I recommended we should head to the south and set up the base there. 
Then we ran between Phang-gna, and Krabi and places around. We went out and 
find the suitable place which we could find all. We also built up the village; I 
could not remember the name.
MS: In Phuket?
SP: Outside Phuket.
MS: I see. So you have two director’s assistants.
SP: Also, we had a person called Location person, supposed that I will shoot the 
film here, the location section’s head and 2-3-4-5 to 10 staff will arrange the 
location, like set up tents, find out the nearest hospital, find the access road, 
something like that. Sometimes we even made the road to access that place, or if 
there was a dirt road we tarred the road to prevent dust, for more convenience. 
We need to calculate that if we upgrade the road would it be worth to do, save 
our time or not.
MS: Oh, I see. This means that you have to look after the budget too.
SP: For the budget, the managing directors take care of it, they will calculate
whether it’s worth or not. They will keep it as a secret; they do not want others 
to know that they have 30 million or 50 million. If it was known, other people 
tends to spend them all.
MS: For the director of The Beach, Danny Boyle, did you have a chat with him?
SP: Danny Boyle is very nice. He is a quiet person. Sometimes when we walked 
pass each other in the morning. I said “Morning Danny”, he would just say 
Mmm -said nothing. He might be thinking about something else.
MS: Did he have director’s assistants? What did they do?
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SP: Mostly, they assisted him on management matters, for example, the scene that 
the actor had to walk in, what were the components in that scene, what were the 
activities in that scene. The No. 1 assistant will tell the director that there will be 
three person passed by this scene, or how it should be busy or what they are 
doing in this scene, like that. Also, they need to coordinate overall of the scene.
MS: I see. In your opinion, how did The Beach help promote Thailand tourism? And 
how do you think about Thailand’s image through this film?
SP: I think The Beach shows that Thailand is so pure and virgin. I used the word
“virgin” refers to all nature such as mountains, rivers, sea, under the sea, on the 
beach, and everything.
MS: How about the storyline did it help?
SP: The storyline is rather nonsense, a rubbish love story, beautiful scene nothing is 
serious.
MS: Also, what about the other components /combinations of the film, which 
components did help attracting the tourists to Thailand?
SP: I think beach/sea, islands.
MS: Those are locations
SP: Yeah, Location. Location is important.
MS: Any other things?
SP: (Silent.. .think about 3 seconds) Other components/ factor is up to the
management of film making, depends how difficult or easy of working. We also 
got compliment from foreign staff. They think coordinate with local people was 
easier. They also said Thais are kind. If they see smiling faces, they know those 
are Thais, but if not they know those are foreign tourists.
MS: I agree.
SP: They said the Thai people are friendly and lovely. They always smile.
MS: Right. Do the filming techniques help in terms of promoting Thailand images?
SP: The Beach is not the scientific film, it is the romantic film. Advanced techniques 
were not used much. Only the nice weather, if on the cloudy day, we could use 
the lights. Concerning techniques this one is relatively moderate.
MS: This film is also concerning about drugs, right?
SP: Oh yeah..that point “joint or Ganja/ Marijuana” is very famous among tourists 
like backpakers. They could find Budhastick or Hashish which is marijuana
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easily. Everywhere you go in the backpackers areas, you can buy at any prices 
from 30 Baht, just like one cigarette.
MS: Is that the truth?
SP: Definitely.
MS: Do you think it might be affected to the tourists who came to Thailand? Would 
they come for this stuff?
SP: Of course, it might be. It is strange, the tourism industry always focuses on the 
wealthy tourists who come and stay in the first class hotel, like Oriental hotel, 
the ones who came for 10 days or a week and spend a hundred thousand baths. 
The, there is another group of tourists who spend only 30-50 Baht a day and stay 
longer, maybe a month, they eat like local people. Some of them even speak 
Thai as they stay longer and see much more.
MS: The later group seems to be the group of tourists in the movie, The Beach.
Right?
SP: Exactly.
MS: This movie has influenced over this group of tourists who maybe decide to come 
to Thailand.
SP: Sure.
MS: And what about other groups, do you think this movie has motivated them to 
come?
SP: The Beach, you mean? They are also interested. They would like to see those 
images (sceneries) since it is not easy to go to Phi Phi island. They have to take 
a boat, some tourists are afraid of traveling by boat in the sea. Also, the sea is 
quite frightening, sometimes heavy storms and suddenly strong sun shines and 
wind. I have been in such situations a couple of times, it’s very tough.
MS: This movie was before Tsunami, right?
SP: Yes, long before.
MS: That’s lucky.
SP: During the Tsunami, I had one movie shooting. On the 31st December, I was at 
home with my family when my staff phoned and told about the Tsunami. 
Fortunately, we didn’t have the shooting on those days.
MS: In your point of view, do you think movie has involved in promoting the 
tourism in some ways?
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SP: Massively. (Marvelous)
MS: How does it promote?
SP: Personally, I would like the government realize the value of the foreign film
companies who shoot their films in Thailand, as they spend their money and 
invest in our country. They come to work, eat and travel, once they finished 
their work they can come back with their families. And the whole world would 
see our country through those films.
MS: So, you believe that movie has influenced over its audiences, right?
SP: Massive. Movies always have. Simply, I went to the movie, a musical movie-I 
could not remember the name- the main actor is George Zekeris and he is a 
singer, he always acts amazingly. Then he had his special snapping his fingers 
(he snaps his fingers as an example), after the film everyone did that snapping. It 
is typical way of movie’s influence.
MS: Movie has influenced over people in certain period of time, right?
SP: Exactly.
MS: Like the movie, James Bond, Man with the Golden Gun, did you manage it too?
SP: Yes, I did.
MS: At that time, how was the image and representation of Thailand in the 
perception of tourists?
SP: It’s quite . ...mmm.. Useful. I have to give credit to Mr. Chalermchai, the first
president of Thailand Tourism Organization (TTO).
MS : The previous organization of Tourism Authority of Thailand, right?
SP: That’s right. He coordinated with Albert Bocceli, the producer of James Bond. 
Since he heard about the James Bond movies always shoot in the foreign 
countries with different view. So he contacted Albert and invited him to make 
the film here. He fully cooperated, he came but not for the whole movie, but 
quite a bit part. When he finished that film, he bought a van for TTO.
MS: That’s about year 1973-1974, right?
SP: 1974
MS: 1974 was the year this movie released?
SP: He also bought me a DuPont lighter, which written Man with the Golden Gun,
and signed his name on it.
MS: Oh, that’s nice. This movie had many fans, didn’t it?
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SP: Yeah, always James Bond.
MS: I used to watch it in the re-run program on TV.
SP: If you had a chance to watch, watch carefully at the scene of boxer fighting.
MS: In the one, The Man with the golden gun, right?
SP: Yes, the scene that Roger Moor went into the boxing stadium, I was the one
who took him to the ring, (laugh)
MS: Really? (laugh) F 11 watch carefully next time.
SP: I had very long sideburns at that time.
MS: It is a classical movie, it might have influenced over people.
SP: Yes.
MS: I know a post graduated student who is now writing her thesis about tourists.
SP: The tourists would be attracted by the movie, or documentary they have seen.
For example, at the moment we, me and my wife would like to visit Adreatic 
Sea instead of the sea in France or Italy side. Especially, now when Khun 
Taksin has bought some land there (joking)
MS: By the way, do you think these movies have been part of tourism promotion?
SP: Oh, yeah. The actor’s remuneration is about 20 -30 million, he would be the
one who attracted people.
MS: What about the case of The Beach, do you think DeCaprio had attracted his
fans to travel to Thailand?
SP: Definitely. As I said, his Japanese fans even hired the jet to see him.
MS: Right. From you point of view, on which way should we promote our tourism
based on the movie, The Beach?
SP: Marine travel, maybe. We should make a promotion like you fly to Phuket, or 
take ferry to Krabi, Phang-nga or those areas where there are many islands.
Then we can take them to the film shooting locations, and while they are 
travelling we could show them movie clips. So they would see for real of what 
they saw in the movie. There is a hotel in Phang-nga shows everyday the movie, 
The Beach, not Man with the Golden Gun, in order to show the tourists that here 
is the place in the movie.
MS: I see. When you were working with the shooting team of The Beach, how did 
you feel since the Director and the actors are all famous?
283
SP: Well.. .actually I have concerned as the famous director like., the one who
directed..well...Iforgot...Heaven and Earth..Oh I can recall now, Oliver Stone.
MS: He also made Alexander.
SP: Right, Alexander too. Oliver Stone was artist, and writer, when he surveyed the 
locations he had a small notebook to write down everything. At the lunch time, 
he would separate from others and take the note all the time. Then he had young 
staff to make his writing become bigger. He worked so hard; when he ancelled 
he would take only small lunch, a sandwich and one cola, that’s all. I mean each 
director they tend to work hard. Oliver himself loved watching movie. In the 
evening, he would take his personal time to VDO rental shops and got 3-4 
Chinese movies to watch. It is the way he learnt about Asian movies, how they 
made movies here.
MS : What about Danny Boyle?
SP: For Danny Boyle, I haven’t had a chance to be close to him as he is quite a
private person.
MS: There are many foreign films shooting in Thailand, which movies did you
work with besides James Bond,the Man with the Golden Gun, and The Beach?
SP: Just a moment, well I could not find copy (then he showed me the pictures on
the wall)
MS: What movie is this one?
SP: That’s Tarzan, then Tsunami Aftermath and Starwar
MS: The movie Strarwar, what did they shoot here?
SP: A short episode, they came to Krabi province.
MS: And the Alexander movie, where did they go?
SP: Alexander was shooting in Saraburi province.
MS: And what about the Tomorrow Never Dies?
SP: That one was at Floating Market in Bangkok. The Director was very old, he’s
worked for a long time and very famous. He did the movies for more than 40-
50 years ago. He is retired now. This photos are Casualty of War and Indiana
Jones.
MS: Indiana Jones, too?
SP: yeah, and this guy is the director of Indiana Jones, they shoot Young Indy
when he was young.
284
MS: I see.
SP: This one is Killing Field.
MS: Where did they shoot?
SP: At Cha-Am sub-district.
MS: Really? But I saw many mountains and forests.
SP: It was Cha-Am really in the movie Killing Field. It was the empty area of
Cha-Am.
MS: At the seaside or inland?
SP: Inland, quite far from the sea.
MS: Oh..Inside to La-Ou forest, I have been there before.
SP: That’s right.
MS: Killing Field is one of the movie I like most, same as the novel I’ve read.
Didn’t they shoot it in Cambodia?
SP: Nope, not at all. It was rather difficult to go there. Firstly, they planed to shoot
in Cambodia, and they went to study the places. Then they made a plan for 
Thailand as a back up place. Unexpectedly, the managers in Cambodia said 
no. They ancelled everything because they said Killing Fields movie was 
the kind of anti-communist. The team had been preparing for three months, 
they got very upset, so they moved everything to Thailand. Originally, they 
had to shoot in Thailand only 10 days. When they moved everything here, the 
Cambodian managers changed their minds and tried to call them back. The 
American said “Never again. No more Cambodia because we never know 
when they refuse us again, bye-bye!”
MS: Do you think was it different as the Killing Field is the story based in
Cambodia, but they did shoot it in Thailand? Did the viewers know it?
SP: They knew since it was written in the movie. I used to feel neglected by this
matter, most movie they used our country and pretending it was Cambodia, 
Laos, or Vietnam. Only the Beach movie that they really said it was the story 
based in Thailand and shoot in Thailand as written ‘This is Thailand’.
MS: But some people said The Beach showed Thailand in the dark side, for
example, the tourists came here for drugs as it was easy to get.
SP: To this criticism, I thought it is quite bias, and narrow minded. In the movie, 
whenever you meet good guys, you always meet bad guys. There is no movie
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made only about bad guys. This is the situation; this is another perspective of 
Thailand. It is not like every single comer of this country you will find drugs or 
prostitutes; there are many good things here. Just this movie, we picked up the 
tragedy to be told. If everything in this world is good, don’t you think it is 
boring?
MS: That’s right. It wouldn’t be a story or a movie. I agreed. I used to interview 
tourists, they said it was a movie; it must present some mysterious point, or 
something that could attract people attentions. They don’t think Thailand is like 
everything in the movie. In my research with the tourists, I also asked after they 
visited Thailand, what they saw in the movie is the same or different from their 
real experience here. Anyway, I am quite interested in the movie that shoots in 
Thailand but represent other country like Good Morning Vietnam. Will the 
audiences know it was Thailand?
SP: Of course, they know since they have End credit at the end of the movie. They 
will ask us whether we would like to have the end credit, I said yes, please. They 
put that. I mean, Thailand would become source for internally films production.
I try to convince Film Board to make Thailand to become film production 
sources. Also, at the present, we are the biggest film developing, film copying 
(printing) in this region. Even the western films they developed and copied here, 
then distributed around the world. The big movie like James Bond, they did all 
process here.
MS: Why do they choose Thailand?
SP: Cheaper?
MS: What about the quality?
SP: Our quality is at the world standard. This is the scientific process, the
temperature must be right, sufficient solutions, then the picture will be nice.
MS: We can control all that.
SP: Of course, we can. Supposed that they have to send the film from America to
Japan, they send to Thailand is a lot cheaper, and they can come to control the 
process themselves.
MS: Besides, the promotion to persuade them to shoot in Thailand, then ask them
to put end credit. What about the Production crew?
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SP: Our production crews are excellent; our team works with the directors who get 
awards, for example Oliver Stone, Roger Spitterwood, Rick Armstrong, and 
more. Rick Armstrong himself turned from stuntman to be a director. He trained 
our Thai staff who is acrobatic to become stunt. When he came to shoot the film 
in Thailand, he would call that Thai staff to help him. Now they are working 
together in Hong Kong. This is our advanctages from working with Hollywood 
professional actors and directors.
MS: In this case, we could call it as a network.
SP: That’s right. It’s also teamwork.
MS: Thai actors who participated in foreign films with the international crews.
These crews will come back as tourists, won’t they?
SP: Right, most of them come back and come with their families. They know where 
to visit, where to take their children to. For example, their sons should go to 
Sampham for horse riding, something is like that. They know well.
MS: This means we gain benefit as from crew and tourists
SP: Exactly.
MS: What kind of benefits that Thailand’s tourism will gain from film production?
SP: Plenty. We don’t need to make advertisements, for example, consider the
numbers of the audiences of James Bond, how much TAT would invest in 
advertisement of our country to reach the view at the same amount of James 
Bond’s. It must be billion baht. With this way, we do the advertisement at the 
same time. On the other hand, if we made the direct advertisement, viewers 
tend to think it is a fool.
MS: Would the viewers have sense of judgement of true or fool?
SP: They have a lot. SO the film producers need to be very careful in this issue.
We need to respect our audience.
MS: The viewers do not tend to believe everything in the movie, right?
SP: Of course not. It depends on what they get from watching the movie. If they
saw beautiful scenery, they may want to see the real thing. For example, Pang- 
nga bay, there is really beautiful scenery. I have a house on the west side of 
Phuket, when I go there I have to pass Pang-nga bay. In the morning, when the 
sun rises, it is incredible stunning. That old foreign man in this photo, he’s 
made movies for 40 years. He came to Thailand and said that he never seen
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any where else such as beautiful as here. I was very proud of our country when 
I heard that. We have really valuable resources, but our country’s leaders 
seem not realize that. The advertisement and tourism promotion should 
emphasis our low cost as we don’t need to put much investment, but we can 
get much benefit in returns. Those people who complained and protested when 
I first made the movie ‘the Beach’ -they blamed that I destroyed the 
reputation of Thailand- but now when I saw them again they thanked me for 
made them have more visitors. For example, the juice selling guy they used to 
have 300 Baht during weekend, now they even have 3000 baht a day.
MS: Because of the increasing numbers of tourists.
SP: Yeah, Many.
MS: I have no idea, since I have never been to Pang-nga.
SP: A few years ago, while I was waiting for a boat at Pang-nga peer, there was a
wheelsman came to me and told me that he was the one who sailed the boat 
for the production team of James Bond movie (Man with the golden gun) 
about 30 years ago.
MS: Oh, he remembered you.
SP: I am very proud. At least, I am part of mechanism in tourism industry.
MS: When there are more tourists, the villagers have better living.
SP: Exactly.
MS: Is there any negative impacts?
SP: Always negative and positive come together. But we need to analyse which
one is more. This case there is one negative but ten positive points. But it 
depends on government organizations and local people to sustain it. Not just 
take advantages. What I concerned more is that people who don’t care 
anything but their short term benefits.
MS: Because the tourism can make so much money in short time, so the problem
is how to make it sustains.
SP: That’s right. I think it depends on the government. We wish to have Minister
who has better vision, who realized that how to sustain it and how to promote 
it. He should put the emphasis on tourism industry as other industries may 
have more competitors. But with the tourism, no one can beat us. We have
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good natural resources and good hospitality of people. Most tourists got good 
impression about Thai people.
MS : Do you live your joh?
SP: It is a good fun and always exciting. I have been working for decades but still
there are new things happening all the time. I have a chance to meet variety of 
people.
MS: Most of the images or appearances of Thailand through movies are related
about what?
SP: Mostly are positive images. Since our Film Board is rather narrow, they quite
stickly control. If the movie is more about drugs, they will reject. Recently, 
they are less strict. In the past, the movie can’t even have the bad police since 
the police must always be good guys. Thisng are more opened widely at the 
present.
MS: I see. In your opinion which scene did you like best in the Man with the
golden gun?
SP: Perhaps, at the boxing round scene.
MS: The scene that you also appeared.
SP: I think that’s at the bay.
MS: The scene that chasing the bad guys.
SP: Right. It is the most popular scene. I felt astonished.
MS: What about Alexander, which scene do you like best?
SP: Alexander movie team, they came here because they wanted elephants.
Originally, they want to shoot in their neighbouring country and imported 5 
Thai elephants. I said to them that If you want five I can manage it, but if you 
want 5 0 1 also can manage it, which one you’d like. So they decided to shoot 
here.
MS: And the Air America, did they shoot it in Chaingmai?
SP: Actually, they did it in Mae Hong Som, the first place they want to shoot was
the airport surrounded by hills, so I took them there. At that time there were 
only 4 small hotels in the whole town, the biggest hotel has 20 rooms. I took 
400 staff I had to manage that. Same as at the airport which had carrying 
capacity of 4 planes, I had to build another one with 20 planes in it. We had to 
extend the run way to connect the new one and old one.
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MS: And The Beach, which one is the best scene in your opinion?
SP: The Beach is like a middle level to me, there is no summit point. Nothing ‘s
dominant. It was just go on and on. The scene that the actor saw the island 
with full of Marijuana, we planted the marijuana there. Actually, it is not all 
40 Rais of marijuana, we mixed up with cassava as the plants look similar.
The real ones were only half area.
MS: It was illegal to plant them, how did you do?
SP: I consulted with the local authority, and explained to them. They sent the
consultants to work with us at production. They liked it as it was something 
exciting for them. They came to live with us until the end. These people still 
remember me these days.
MS : Really enjoyable job.
SP: It is. I always told my staff that wherever we worked, we must be able to go
back to that place with warm welcome later. So we need to clear up everything 
and made it neat as it was before.
MS: Well, I would like to thank Khun Santa for such a great time talking.
SP: Very welcome. You need to rearrange our talks.
MS: It’s alright. As I said at the beginning, that it is more like talking than
questions and answering.
SP: I see.
MS: I am glad that you freely speak out about your work and I have very little
knowledge about it. I have studied on Tourism management, not really direct 
related.
SP: I have some students from Chulalongom University to work with me. Instead
of working, they just sit in from of the monitor, actually working in the 
production house is quite hard, start every early and finish late. We have no 
compensation.
MS: That’s the character of this job?
SP: Time flexible. You may be asked to leave the house at 4 am and back int late
evening, or even called for weekend work.
MS: Is the way of working same as in the international production team?
SP: Actually quite similar. But ours are rather slow whereas theirs are more high
technology and need to compete with time pressure. We have to calculate
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budget for each day, for example we have 2 million covering everything 
except the actor’s remunerations. We need to have kitchen, sometime we have 
to serve three different kinds of meals.
MS: Because the foreigner are time concerned. OK, thank you very much once
more time. I really feel grateful.
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An example of Interview Transcript (Study 3: Tourist)
MS When did you go to Thailand?
AI The first time was in 1993..
Y ou went there for...
AI No 1992, sorry
1992 you when there for work or..
AI No for holidays,
How many times did you go to Thailand?
AI Well.. Many time because I was looking for a place to work for a while. I 
wasn’t decided where and I was travelling around south east Asia and I 
Thailand was the place that I decided to stay in. Then I came out and 
visited Thailand many times and I ended up in staying there for about three 
years.
MS When was your last time to Thailand?
AI In 2000.
2000? That was when you worked in Thailand.
AI No, that wasn’t, that was for holiday. I came back in England in 1995.
You stayed in Thailand in 1992 to 1995 
AI Yeah 1992-1995
MS You stayed there for three years and then you came back to England and
decided to go back there again in 2000.
AI Yes., that was for holidays.
MS So before you went to Thailand for your holidays in 2000, have you seen
any kind of films that affected you to go there again?
AI That was only..The King and I and that would have been the old version
with Yun Brynno. The replica.
Was that the only one that you saw?
AI Yeah... that was the only one that I had. The only visual that I had on
Thailand. I have absolutely no idea if it has been filmed on Thailand. So I
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supposed I didn’t really have er.dhat many expectations.
MS Then when you watched the film The King and I, what did you think about
Thailand.
AI I supposed the costumes were the first things and ermm. The fact that the
whole film was based around the cultural misunderstanding between the 
king and the governess. That was quite interesting and also there was an 
expectation in my head that I would have to I have to yes.. To make it a real 
effort to find the myth of misunderstanding. Of course, I didn’t expect to 
meet the king. But erm.. You know that image was conveyed in the film, 
something that stayed with me.
MS Since then have you ever watch any other films?
AI Yes I did see the Beach.
MS It was released 2000.
AI Yes it probably was after my last visit.
MS When you watch the Beach, what do you thing about Thailand?
AI Well.. I knew that the island that they referred to and there’s the scene at
the beginning which I know that it was in Khao San Road, Bangkok. 
Obviously I knew that well the Beach did not exist but physical location 
obviously did. I’ve been to many beautiful island and seen equally beautiful 
places so it didn’t seem unrealistic for me.
MS It didn’t seem unrealistic for you so it means it is realistic for you.
AI Yeah..coz I’ve been to erm..sort of internal erm.. you know Krabi and erm.
There is a it is not exactly the mountain but she has to sort of climb up and 
down erm.. to the sort of mountain lagoon. It is not the biggest one in the 
film but you know it’s quite a magical place. And there are beautiful 
beaches and islands around Koh Phi Phi
MS Oh. Right, have you been there?
AI Koh Phi Phi itself is obviously very touristic and there are small islands
that are just beautiful. I also stayed on Koh Tao which is the other side 
which has no road on it and you know beaches were just stunning. So I 
didn’t feel that the film at all overstated the beauty of natural surrounding. 
I’ve also been in ermm and Phanga bay which is where they filmed the 
Man with the Golden Gun, but those you know rocky kind of island so you 
know, again a very magical place. So I have no difficulty the images were 
conveyed I suppose. But only I could compare with the reality.
MS Yeah
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AI I think sometimes people go to Thailand, they go on package holiday. So
they don’t see the best of it. They go to Phuket or Pattaya which are not 
very nice.
MS You didn’t go with the package tour.
AI No I didn’t. I was backpacking. That was why again I knew Khoa San
Road, I knew erm.. the sort of guesthouses and those people staying there.
MS So you did stay in KhaoSan Road?
AI Yeah yeah. I didn’t have very much money for the first time I went. I
stayed in an awful place, that part I realised that it was quite realistic.
MS Ok, you think that the sceneries and location are quite realistic and how
about the other part of the film?
AI Yeah.. I don’t actually know where The Beach was film. Ermm yes I did
coz I’ve also been to the Similan Islands which is very beautiful. Obviously 
I think it was a real place some where.
MS What about the image of Thailand. Before you went to Thailand, have you
very had any expectation or any expected image?
AI To be honest I have an expectation of south east Asia and I expected it to
be colourful, erm.. and I think about it the image of the King and I is just in 
my mind. Erm.. and I was expecting not to be understood very easily and 
you know have a sort of struggle to communicate and to take a long time 
understanding perhaps you know ways of people were. I actually started 
my travel in Malaysia. Ermm reason, I was going to work in Malaysia. The 
reason why I didn’t want to stay there because I found it too western and a 
little bit too easy. I was expecting a challenge. So I went to across a 
bordering to Thailand and after getting off the bus and I was in a small 
town in the very south and I couldn’t understand any of the right things. I 
didn’t even know where I was and the people didn’t speak English and I 
thought ‘yes this is challenge’. I like this. This is what I am expecting so in 
some respect I think it did meet my expectation. If it hasn’t I would have 
continue to the other countries and work there. But I decided that because I 
wanted to work and stay. I wanted to be somewhere that is not easy. I have 
to learn the language.
MS So the reason why you wanted to stay in Thailand was you wanted to learn
about the Thai language.
AI Originally yes.. I wanted to learn and I found it too difficult that I was
hopeless. Originally, yes I like the idea to that I can write these funny 
letters. I just love the way the alphabets looks and I love to watching the 
people write. It was like a piece of art rather than hand writing. Ermm..
And obviously people were very nice even though I didn’t even speak their
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language. They were always smiling and making a real effort to you know 
try to understand what you needed. I felt quite humble by that and 
obviously people selling pineapple by the roadside are always polite. 
Obviously they were very good people. I wanted to stay and found out a bit 
more.
What did you find from your staying in Thailand for three years?
Erm..I don’t . .. erm.. I needed to stay another ten. I think I need to stay ten 
years more to understand it. I don’t think I ever did. I wanted to stay more 
but the only reason was my father death, otherwise I would have stayed 
there a little bit longer. I just learn the language a little bit. I just. erm.. I 
made some good friends with some Thai people that I worked with and 
erm.. Their English was always better than my Thai so I didn’t always 
practice. No... I found it’s a fascinating country and I travelled around a lot 
and I think there is a variety of culture within Thailand, you know the 
borders, the northern areas and again the east and the architecture and 
historical places. What I loved most is the fact that it has never been 
colonised and that’s very rare in south east Asia. Vietnam had to struggle 
with the French. Malaysia has been colony of the British. And I think it is 
fascinating enough for you know Thailand is pure. There is more influence 
from Chinese culture than the European. I like that.
Can you compare your holiday experience in Thailand and the story in the 
film?
What? The Beach? erm. Well I suppose Alex Garland has been in Thailand 
and he was disappointed by certain areas have been spoiled by tourism. It is 
the point that the story depicted that people managed to find the place that 
normal tourists wouldn’t know about. So why I understood that because I 
had actually been to many places in Thailand. It is such a big country. And 
there are lots of really beautiful islands and tourists you know tend to stick 
to certain places but if you make an extra effort to go to islands further out, 
you will always find. I felt you know something quite private and quiet.
Er.. I obviously did not think that there were some weird group of people 
who had secret access to go with that way. Erm.., obviously you know the 
film must be excited; it has to be attractive so it’s got a drug and erm 
people grow it. Do they grow drug or something? Of course you know, I 
never saw anything like that.
Yes they do along the beach on the other side of the island.
I did know about Full Moon party on Koh Phangan and erm.. Koh Samui, 
Koh Tao, but my preference was always Koh Tao.
Why?
Because, it is quieter. And I like the fact that there was no car on it. There 
was no road at that time. There were couple of jeeps but you know, nobody
erm, it is small really. I just walked around, it’s beautiful.
MS When you travelled in Thailand, did you make the trip like they made in the
film like taking local buses?
AI Yes, yes, backpacking, I took local buses. But I never swam from one
island to another.
MS Was the track that they travelled the same as the track that you were
travelling in Thailand?
AI I can’t remember what erm..
MS They started from KS Rd, they were heading to the south, took the train to
Suratthani and then from there they took the furry to Samui and from 
Samui to another island and then they swam across to the...
AI So well... yeah I took the train down to Surathani and taking boat to Koh
Samui and then another boat to Koh Tao. So yes, I did.
MS But this film was released after you travelled within Thailand so...
AI Yeah..
MS Do you think this film will influence the tourist behaviour in Thailand?
AI Erm.. I think the writer was just reflecting the situation that is already there
with the except of the Beach itself. There are a lot of backpackers and they 
all make their way to Surathani. They all take the public transport; public 
transport in Thailand is very good. I’ve never heard any trouble getting to 
any where really. Erm... I suppose you know what the film is trying to do 
is to create the sort of mystique or mystery around island in you know 
beach area which you know going with this expectation, you will probably 
be disappointed coz it’s so. Thailand is so accessible and I think you know 
because you have such a huge coastal area. You’ve got the island protected 
by the national park area on the western side, erm.. you know there are still 
places, that you can get to, they aren’t building hotels you know. You 
probably can’t stay there, you only can go during the day. It’s enough you 
know to make you feel that you found paradise.
MS When you went to Thailand last time, what type of holiday did you take?
Did you go to the beach or you explore the country more?
AI I did both really.
MS How long did you stay there last time?
AI Well, when I started working we had four weeks holidays during the year. I
worked with British council. A lot of holidays I spent with exploring
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Thailand and sometimes it was to go the mountains, sometimes it was to go 
to the beach. Erm.. Sometimes, it was the time to the islands, I found island 
is very relaxing. Erm sometimes it was a short trip and explored the area 
around Ayudhaya, Bangkok or Krungthep.
MS Which one do you prefer, which type of holiday do you prefer?
AI I wouldn’t rather choose just one.
MS Do you like both types?
AI I ’ve done a few tracks, that was lovely. It was very difficult because if you
just go to one place for holiday, and I am working and I go for holidays, I 
probably choose the beach because it is for relaxing. Erm.. Tracks are quite 
hard work that was fine then because I worked in the country. And I had 
two weeks; I didn’t have to fly for fourteen hours. I think if coming from 
here, it’s the island that I would probably come for.
MS Why do you think that Island is the favourite one for working people?
I think if you are coming from the UK, you miss good weather and I have 
found that my attitude for holiday when I live here is different from my 
attitude when I lived in Thailand. When I lived in Thailand, I got sick of the 
sun, you know a bit like most Thai people, you know, you want to sit under 
the shade. I would prefer to go to the mountain because it is cooler. Erm.. 
when I came on holidays from here, I want the beach area which is north of 
Phuket. I can’t remember, we stayed in the tree houses.
MS Trang?
AI Yes. That sounds right, that was because I wanted to go to somewhere
different from what I used to go. Erm.. we stayed during Christmas on the 
beach. You know from here, we want just relaxation, seeing the sea, lovely 
sand, the colour of the sea and of course the people were so friendly.
Erm.. .you know you’re not gonna have any trouble, I suppose. But you 
need to avoid heavily tourist places. I don’t like nightclubs, I don’t like big 
hotels.
MS So last time you stayed in..
AI I stayed in the little house; there were little houses different from one to the
other. I hate staying the hotels. So yeah.. That the appeal of Thailand, it 
caters to all types of tourists. There are fantastic hotels; you know you’ve 
also got little houses on the beach. You wake up in the morning and you 
see the sea in front of you. It doesn’t cost vey much, it’s good.
MS Can you .. from the film what do think that the film doesn’t tell you about
Thailand? What does it miss in term of Thailand as the tourist destination?
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AI Well what they always miss out was the normal thing that everybody has to
go you know going to super market, you know do ordinary thing which are 
not too different from what you do at home. Obviously because it is not 
interesting, they don’t, they try to avoid showing you the fact that there are 
vey big department stores you know lots and lots of department stores, 
shopping malls all the things that we have here. Tehre are traffic jama dn 
you know lots of car. Film tends to get the impression that there are only 
Tuk Tuks and you know people will think about it. I think it doesn’t at all 
want to reflect the modernity of Thailand, obviously because we will find 
that it’s uninteresting. Your modernity is similar to ours. It’s big high 
building, it’s KFC , it’s McDonald. All these global things aren’t 
interesting for us. I think it tries to concentrate on the erm.. You know 
showing natural beauty of Thailand and to get the impression that people 
on the film are much more adventurous than they really are. So they don’t 
really, they do comment on the fact that there are lots of backpackers. They 
try to get the fact that there is an illusion that backpacker are doing 
something special, brave. Well, really it is quite simple catch the plane to 
Thailand and stay in the guesthouse and take the train to Surathani. You 
know anyone who can get the train to Waterloo can do the same.
MS So they miss out the ordinary thing.
AI The normal, ordinary things. Yeah.. I think so,
MS How about other things other part of Thailand other cultural attractions.
AI It doesn’t at all address the cultural heritage. You know for me actually,
while I find the beach is quite relaxing, I also find the more interesting of 
Thailand is the history. So I love Ayudhaya, I love, I forget the name,
MS Sukhothai?
AI Yes. Sukhothai and also the old temple of the erm the Khmer temple that
you have in the east. I love that, more than the beach actually and it is just 
to go out to Sukhothai and rent a bicycle you know, it is very very hot. It’s 
quite hard work, I mean it is very happy you’ve done it but it’s really hot, 
you know. It’s hard work walking around to see the site. I actually love that 
more I remember that more. My pictures are mostly of those places. I love 
the hill top temple in Mae Hong Son and CM. There are lovely temples in 
CM.
MS The Pagoda right, the white one.
AI Yes. It is a magical. So that’s actually my real. That was actually made me
stay so long. Because there were so much of that and they were so 
different. The temple in Mae Hong Son is completely different from the 
Khmer temple in the northeast which is completely different from the 
temple in CM, from Sukhothai and Ayudhaya. Everything is beautiful and 
different. There was fantastic place down to the south. Oh god, I can’t
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remember. It’s around the coastal area. You go south of BKK, it’s one of 
the first monastery you come to, erm..
MS South of Bangkok?
AI Chicha.. yes south of Bangkok. I
MS It’s not far from BKK, is it?
AI No, it’s not far. You know Thailand goes like this; it is like on the top of
here (searching the name of the place from the map of Thailand). You can
climb around. It’s on the coast; you climb around inside the mountain. It is 
the really temple inside the mountain.
MS Is it in the cave? Is it in Hua Hin area?
AI Yeah.. That’s it.
MS It’s the Prayanakom cave.
AI Could be.
MS But it is tiring climbing up there.
AI It is tiring.
MS You have to climb up and down again and up again to the cave.
AI That’s right. It is fantastic. Every time, I had holidays, I could always find
somewhere different to go within.
MS In Thailand.
AI Yes.. I didn’t go to Vietnam or other countries around like Loas. I felt
obviously there are so many things to see which I couldn’t do it within 
three years. I don’t think that there are countries that you stay so long and 
still can’t see everything. Especially in Asia, because so much has been 
destroyed because of the colonisation. The first thing they do is destroy the 
temples you know build the western ones. Thailand hasn’t had that and that 
is what I always love about it.
MS And., what do think is the most important elements of the Beach ermm..
there are elements of the film like characters, location and story. What do
think is the most important to convey Thailand, actually tell you about 
Thailand.
AI That’s most difficult. There are two things that come out. It is the beauty of
the beach, but also the sense of danger, that the country is dangerous you 
know kind of expose. The fact that Character Leonardo Decaprio, there are
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different types of backpacker. There are normal people just like me who are 
sensible, don’t put themselves in dangerous situation and don’t take drug. 
Equally, I met people who did take drugs and who ermm who went to Koh 
Phangan deliberately to that there will be finding it. Erm,, I think the film is 
really about, it’s not about drug taking but it is about type of backpackers 
who are actually looking for something excitingly dangerous. Erm.. you 
know, the very fact that they swim from one island to the next. I wouldn’t 
have done that, I will be scared and I might be drown or eaten by shark or 
something. You know, it sort of conveys a rather natural type of 
backpackers who doesn’t want to live within the law entirely ot make their 
own laws. I think to some extent, there are lots of foreigners in Thailand 
who have created their own culture within Thailand, not the Thai, they are 
free or they think they are free so they make their own law. They don’t 
want the western ones but you know, Thailand does attract you know some 
not very nice people. Erm.. so I think in that aspect the film, although I 
never saw armed people or I never saw people growing drug and I never 
met backpackers who would have done what they have done. I could 
understand where he’s got the story from because there are these sub 
cultures and there are backpackers who like to think that they have found 
something that other people can’t find that they have gone to furthest 
island where no tourist on. There is tourist snobbery, I think. They are not 
going to the five stars hotel. They’re taking the more difficult route to find 
something more genuine you know that perhaps they are not. I think what 
is missing completely and utterly because they wanted to convey this sense 
of danger that they are doing something risky. They don’t show that there 
are excellent Thai services, there are excellent hotels. There are very 
friendly helpful people. So those all are missed out really. So they get the 
impression that there are erm.. Normal people would not be able to do 
which is not true because I was able to do and I am a normal person.
So what in the film that will attract you to go to Thailand?
The natural beauty., yes
So I would like to show some scenes of the film.
Yes please,
What did you work in Thailand?
I was an English teacher in BKK.
In the Siam square right?
Yes.. .they’re moving to different building now.
Yeah but they are in the same area. How did you find you students in 
Thailand, the Thai students?
AI Obviously, it was difficult to learn their name and the fact that the British
Council was near university where everybody wore the same clothes; black 
skirt white shirt, and the same hair colour and also you have to learn the 20 
people’s name. And they all looked similar and they were all female and 
there were between 20 and 25. It gets very hard and erm.. no I really 
enjoyed it but I had to adapt my style of teaching. Erm.. they hated the 
serious teachers, they liked to ‘sanook’ so I had to make everything fun. 
They were obviously reluctant to discuss you know, what we western 
people would say. And so if you wanted them to practice their English to 
get them to talk. And also partly because, the way that your culture 
determine what you suppose to say in front of people. There are old people 
and group that you will never disagree with them. I had to make a role play 
that they are saying not from themselves but from somebody else. That 
was quite difficult.
MS I agree, for me I am really reluctant to express my opinion in public
especially there are some old people, I feel really shy to talk. I think 
because the culture.
AI I think that was the biggest challenge, before I taught in Italy and in Italy it
is totally different. Every people want to say something. I have to try ways 
to keep them quiet.
MS I think now the Thai students, they change. They talk more and they like to
express their opinions. But I am an old student. So I would like you to 
select the scene that you like and please explain why you like them most.
AI OK
MS You are the manager of the language centre?
AI No, only this room.
MS How many .. have you worked?
AI Two really.
MS How long did you stay in Thailand in 2000?
AI Probably about 2 weeks.
MS And you also did backpacking as well.
AI Yeah., every time.
MS You know Joe right?
AI Yes., he comes here quite regularly. Yes., he is Thai. Are you also doing
PhD with the school of management?
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MS Yeah..
AI Oh good,
MS So people come to use this room are international students.
AI Yeah during this time of the year, they are international students but during
the semester there are also some who study language.
MS Is it like the resource centre?
AI Yeah for language study. It is still Thai time.
MS Yeah... I want to check the time in Thailand so that I can call my mum and
my dad at the right time when they are awaken. You think that this story 
can be real.
AI No I think it’s only the essential bit which is the beach where everyone’s
got you know, but where nobody else knows about, that’s not real. That’s 
part of it. But there are very beautiful parts of Thailand that are unspoiled
and most tourists don’t get to because they are on only short holidays. They
probably go on the organised tour, they don’t have time to explore.
MS Because for working people, they have like two weeks holiday so they
don’t have enough time to explore. And can you select which scene you 
like.
AI I don’t really remember erm... select what I like. How do I go to that. Ok..
MS Did you read the novel?
AI Yes I read the novel and watch the film. I can’t remember which one I did
first. I think I read the book first before I watched the film.
MS Is it the scene after this?
AI You see that you know I don’t know if anybody has experience that... this
is nice, this bit. The earlier part so...
MS This one,
AI Erm... this bit and that sort of places I’ve seen a lot in Thailand, trekking,
the way I like, you know those clothes they’re wearing. That’s quite 
typical. Yeah...
MS Y ou like trekking and jungle
AI Yeah... you know following the river and trekking.
MS You did this as well when you were in Thailand?
AI Yeah., trekking.
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MS And waterfall as well,
AI Erm.. I do but they’re not I prefer building you know like temples. If I have
to do one of the ten, the waterfall will be below down the list. There is a 
beautiful and good view. Waterfall comes with other things.
MS This is the scene when they walked in the river.
AI I think that’s quite typical places I’ve been to.
MS It reminds you of your trip in Thailand?
AI Yeah... yeah.
MS How about the characters? Do you like any character in this film?
AI I think, well, I think Leonardo DeCaprio is a good actor. Erm... but I don’t
think I especially, I don’t especially like any character. Erm...
MS What else, are there any other scene that you like.
AI Erm..there was a scene when they fish and that was with the lagoon, that’s
what I like. Erm... see this is enormous kind of... that that bit, that’s 
something that I have seen.
MS It stands out.
AI Yeah... it’s you know this scene here I suppose for me is about.. .where did
they film this?
MS It was in Phi Phi island.
AI Oh it was in Koh Phi Phi yeah.
MS But you know what the scene in KS rd. actually they filmed in Krabi.
AI Yeah... Ok
MS And they made everything and brought the Tuk tuk in. The other scene
where they fish, why do you like that one?
AI I suppose because it’s erm you know men are struggling to find their own
food and they’ve got to do some homemade things. Yeah.. I like that bit, I 
would be useless. I feel that that point he ‘s feeling confidents. He realises 
that he won’t go hungry as long as he can find fish to eat. That’s kind of 
erm.. I suppose his initiation really is in the group. You know; he proves 
himself worth having in the group actually you know get a fish. Yeah.. I 
like that bit,, ok he is new, he is alright, he can earn.
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MS It is like he is accepted by the community.
AI Yeah... yeah.
MS And any other scenes as far as you remember and had an impression.
AI Y ou mean positive or..
MS Any.
AI Obviously there are quite horrible scenes. Erm when they ermm the guy
hurts his leg and get sick.
MS The Shark scene. That is later on.
AI Yeah., that’s toward the end and that was when the thing get serious. Erm..
that scene stays in my mind.
MS It seems to me that when you see the film, it is not only the sceneries and
beautiful locations that you are looking a t , you look at the story as well.
AI Oh., yes of course,
MS So you like the story as well.
AI Well... yes it was a goo story and I could understand why they all erm.. I
can understand how it came to him but obviously he has to build in a lot 
more drama and danger than it’s real. That’s obviously because ... well that 
rain scene’s nice. That’s nice, the fact that you can enjoy rain in Thailand 
but you can’t enjoy the rain in England.
MS Yeah... it is too cold here.
AI I think what they’ve got absolutely right is their clothing and erm people.
That’s how the backpacker dresses.
MS But I think this is like, this scene foretell the ending.
AI Yeah... yeah the bit where he takes the trip with the girl to buy supply in
Phangan. Yeah.. I quite like there where the fact that the ordinary people on 
Koh Phangan work and kind of normal people and he was a kind of missing
the experience of the Beach, looking at it through different eyes. Yeah., 
that’s full moon party I suppose. Because you know what happened to you 
sort of feel that he is not part of people in the street. He is coming from 
different erm..
MS I think living on the beach in my opinion makes him feel like he has his 
own identity and identify himself with the people on the island and from 
that point of view, he sees thing differently from the beginning.
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AI Yes.. .yes I think what it does pick up on the book and the film is that so
many people go backpacking to find themselves and also to experience 
something that they don’t find in the civilised western. So they’re actually 
looking for an environment that sort of natural and to see and to test 
themselves and to see that they can survive which is what the community’s 
doing just proving that they can sustain themselves dependently without 
being part of the society except they do have to take a trip to Koh Phangan 
to buy the supplies. It is not completely independently but they are you 
know sort of still playing the game, still children but still dependent. The 
guy needs battery they can’t do without civilisation. This is part that I can’t 
forget and this is you know, they have to take them to the hospital erm.. 
they all think that sudden, this isn’t real. This is erm... you know this is 
erm.. this is the failing of their community not self sustaining not the erm 
complete, they still feel that they need the society.
MS they don’t have hospital and medicine.
AI That., it’s a good film, but I’m not sure that Thailand well... I think I don’t
think that this film could have been set any where else except in Thailand
because Thailand and any other countries that I went to south east Asia,
was the one where you were freest. So Malaysia is definitely not, it’s too 
strict. Vietnam also you couldn’t, Laos also you couldn’t. Thailand has that 
right degree of civilisation, it’s sort of big country and you have a lot more 
freedom and I think that it filmed touching of that actually, I don’t think it 
were anywhere else. And also because on the island you don’t really see the 
police. The police occasionally come to the full moon party you know like 
one of every two months. When I was there, it was once very six months 
they do the raid. They go away again. You do feel tht in Thailand you, 
nobody erm.. they do The Thai people do disapprove with the farangs but 
the farangs don’t realise it because (laugh )they smile, they don’t realised 
that they ‘re being judged it harshly on their behaviours. Thai people are 
very good at respecting the liberty of the others. They’re not interfering 
also not appearing but in fact they do, they don’t like it. They don’t approve 
of it. But they are too polite to show it and to sort of say openly. I think the 
film exaggerates something that actually does exist there which is the 
ability of western to you know you can stay you know I did stay for very 
very long time in some places you know stay there for a month. You don’t 
need very much money, it’s quite cheap. At some point you do get bored, 
you want ot go somewhere else. You can actually live quite a long time and 
quite unrealistic situation that is mostly because western people can afford 
it. You know a Thai teacher for instance will not be able to spend a month 
doing nothing. You know, they have to pay for the hut for their food, you 
know because we have a benefit from the exchange rate. Certainly, it was 
not too expensive when I was there before the currency crisis in Asia.
When I was there for one pound, you’ve got sixty baht. Well it went to 
about 40, I’m not sure about it now.
AI Now it is about 55.Oh., it’s not bad, not bad. OK. Alright.
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MS So... if I ask you again what the image of Thailand as you can see from the
film? What is the outstanding?
AI The outstanding one is when he sitting on the beach and looking at the
water and that was the feeling of huh... Fm in paradise. I think because it is 
called the beach so naturally in your head, look at the beach in your head. 
And that is the beach I suppose the scene encapsulates the film.
MS And what image of Thailand that is always in your mind?
AI The image of Thailand that’s always in my mind, and probably still in there
now is actually from the King and I. And it’s really that it that sense fo pure 
culture that purely Asian culture that is difficult to penetrate and understand 
and that is colourful and beautiful. Yeah... The other thing is that how the 
revere your King is . As in that film was King Mongkut and King 
Chulalongkom was the Rama the five.
MS King Mongkut was the father of King Chula.
AI So I was expecting when I went there for, coz I know film is ridiculous, I
know that there is no traces to the truth in the account that Anna, the 
governess is mostly invented. So I know there were a lot of true stories.
Still but I saw the film when I was a child. I was surprised when I got in 
Thailand to find that there were things there that actually didn’t upset that 
expectation and that were why I stayed so long. I would love to go back 
there again. There are still more I can see. And yeah.
MS So the popular media like the King and I actually influence you to go to
Thailand.
AI Yeah I think it did. It put Thailand on the map for me because there’re also
other countries like Korea for instance. I don’t think there’ve been popular 
sources about Korea. I know actually nothing about it really apart from the 
man from the North Korea. You know I don’t have any sense of Korean 
people and their culture. Erm.. or their history, similarly Loas. My only 
association with Loas was Vietnam war. You know. Thailand managed 
miraculously stayed out of that. Erm... with Malaysia I think because of 
British colony and Portuguese colony. I think you know Thailand is quite 
unique, you know in that area having pertained its autonomy.
MS Thank you very much for your time and your information.
AI How many do you have to interview?
MS Right now, I’ve got the secure number of 20 and I need 10 more.
AI OK..
MS I think this time I would like to interview younger generation like students.
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So I suppose the students start coming back in November.
AI I wonder if you have interviewed the one that hasn’t gone backpacking yet.
MS In the twenty, there are some but they went to Thailand but they didn’t do
back packing at all. There are about 10 who did backpacking. I think that 
backpackers are about 20 something but some of them are like 40 
something.
AI I suppose, I was 34 in 1994.
MS How old are you?
AI Now I am 51 so in 20001 was 4 2 .1 still go backpacking.
307
Appendix H 
Documents for University Ethical Approval
1. A Summary of the project
Research Title: The role of film in mediating destination image and tourist practices:
The Beach and Thailand
Researcher: Maltika Siripis, PhD candidate, School of Management 
Research objectives:
1. To identify ways in which a popular film mediates destination image and tourist 
practices at the destination.
2. To understand key messages conveyed to tourists regarding destination image and 
tourist practices.
3. To investigate the tourists’ understanding of the representation of destination image 
and tourist practices.
Research framework and methodologies
To achieve the objectives of the research, it is planned to explore the production practices 
of film and destination marketing, the interpretation and meaning of filmic representations 
and tourists’ imagination. The fieldwork comprises three studies as follows.
< ►]
Convenience sampling
Thematic Analysis
Semiotic analysis Purposeful sampling
Thematic Analysis
Semi-structured interview 
with photo elicitationMeaning of Mediated 
destination image
Study 1
Study of film representation
Study 3
Study of tourist 
understanding and 
interpretation
Study 2
Study of film production and 
destination marketing
Semi-structured interview 
with photo and film 
elicitation
Data analysis and finding
Research Framework 
Study 1: Interpretation of film text and representation of Thailand
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The study aims to explore how representations generate meanings for the 
tourist destination’s attributes and affects tourist practices at the destination.
Research Method -  Semiotic analysis
Semiotic analysis is used to examine signs and their meaning in film representation. 
The method conveys meanings of visual image and text in relation to other images 
and broader referent systems. The researcher is conducting this study based on the 
theoretical concepts of film and semiotic analysis. There will be no extra party 
involved in this part of the research.
Study 2: Investigation of the practices of film production and destination image 
creators.
This study seeks to explore how destination images and tourist practices are 
mediatised through the process of film production. It also examines the film 
production crews’ and film location agencies’ concept of using Thailand as a film 
location and how the destination is mediatised.
Research Method- Semi-structured interviews and photo/film elicitation
The semi-structured interview is a relatively informal style of conversation which 
allows the researcher to create a list of themes and topics to discuss with the 
respondents. During the course of interviewing, photo elicitation will be introduced to 
draw out the respondents’ memory of events and experiences and to encourage the 
flow of conversation and details of their opinions.
Respondents
The respondents are classified into two categories. One is a group of film production 
crews and film location agencies. The other is a group of people from the government 
tourism organisations. The interviews will be conducted in Thailand. The researcher 
will establish connections with respondents in Thailand and will go to Thailand to 
conduct the interviews.
Sampling strategy
Respondents are anticipated to be film makers, film location companies in Thailand, 
and officials from government agencies who are responsible for destination marketing 
and promoting Thailand as a tourist destination. The study will use purposeful 
sampling. The respondents will be experts involved in the production of The Beach
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and marketing Thailand as a tourist destination. It is anticipated that there will be 7 
respondents in this study.
Study 3: Investigation of tourists’ understanding and interpretation of 
destination image
This study seeks to identify the tourists’ understanding of destination image in the 
film. It will also investigate the role of film in tourists’ understanding of their 
practices at the destination.
Research Methods: Semi-structured interview, photo elicitation and film 
elicitation
The semi structured interview will be used in conjunction with photo elicitation and 
film elicitation. Film elicitation involves the projection of the entire film or film 
sequences to respondents. This method generates insights and understanding that may 
be missed by the interviews and photo elicitation.
Respondents
Respondents for this study include 20 tourists who have been to Thailand and 20 
prospective tourists who plan to go to Thailand in the near future (therefore, there are 
40 respondents in total. All are UK residents). All respondents are required to have 
watched The Beach. They will be asked if they have watched the film. If they have 
not watched the film, they will be asked to watch the film before arranging the 
interview. Respondents who are not willing to watch the film will be excluded. 
The strategies for recruiting respondents include placing an advertisement in local 
newspapers, placing posters in selected locations at the University of Surrey and 
giving a flyer about the research project to prospective tourists at travel agencies in 
Guildford town centre and at the Tourism Authority of Thailand office in London. 
The interviews are scheduled for summer /autumn 2009. Interviews will be conducted 
with the University of Surrey and at locations agreed with respondents.
Sampling Strategy
Purposeful and convenience sampling strategies will be used. The samples include 
two categories of respondents; those who have visited Thailand and those who will 
visit Thailand in the near future. Snowball sampling will also be used to locate 
possible informants. This study includes 40 respondents (20 respondents in each 
category).
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2. GENERAL RISK ASSESSMENT FOR CONDUCTING RESEARCH WORK (in 
UK and Thailand)
The role of film in mediating destination image and tourist practices: The Beach 
and Thailand
1. Weather conditions, Temperatures day and night
- take adequate clothing and footwear.
- consult FCO website for information thttp://www.fco.gov.ukT
2. Injuries or illness, Medical information for Country
- mobile phone to be carried and have emergency numbers to hand.
- check insurance for medical/travel/heath/accident/loss.
- check for any inoculation and health regulations and ensure all requirements 
are up- to- date.
3. Accident and Emergency
- use travel companies for transport where possible and use seat belt restraints if 
fitted.
- adhere to warning on coach /bus/taxi, lock taxi doors when travelling where 
possible, walking in roadway (traffic speeds can be fast and vehicles come 
from unexpected directions).
- carry details of hospitals in case of emergency.
- carry next of kin details in both English and Thai language (where 
appropriate).
- carry emergency information (e.g. detail of allergies) in both English and Thai 
language (where appropriate).
- carry insurance details and contact insurance company in the event of 
emergency situation (e.g. hospitalisation).
4. Loss or Damage to Personal Property
- take care of and be vigilant towards own property at all times.
- insure personal property.
- always carry minimal amount of cash.
- report any theft or loss of property to police immediately.
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- Inform insurance company of any theft or loss of property immediately or as 
soon as possible on return.
5. Personal safety
- be aware of surrounding/ do not travel/walk alone in dimly lit, unpopulated or 
isolated areas.
- always carry details of accommodation, taxi company, bus timetables, etc.
- always carry details of local areas (e.g. maps, key contact details).
- always leave details of estimated time/dates of return with a reliable local 
contact and maintain contact at home and university at agreed time.
6. Legal Requirements
- comply with any applicable legal and regulatory requirements.
- do not by act or omission do anything which may threaten the health and 
safety of any other person.
- Thai Passport and UK VISA must have at least six months to run from date of 
departure.
- ensure sufficient financial resources to meet any commitment such as tips, 
excess baggage, airport taxes.
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3. Interview Schedule (for tourists)
Themes of Interview Check
1. Why did you select Thailand as your holiday destination?
2. Do you think that the media influenced your decision to visit 
Thailand? If so, how?
3. Do you think that any popular films influenced your decision to visit 
Thailand? If so, which ones?
4. Having seen the film, The Beach, do you think that Thailand is 
accurately portrayed? Please explain.
5. What are your favourite scenes about Thailand in the film? Why?
6. What images of Thailand do you remember in particular that are 
depicted in the film?
7. In what ways do you think Thailand is different and in what ways is 
it similar to the ways in which it is shown in the film?
8. Did you do anything in Thailand which is similar to the sort of 
activities that are shown in the film? Please explain.
9. Do you think the film influenced your behaviour in Thailand in any 
way? If so, in which ways?
10. What did you learn about tourism in Thailand from the film? Given 
your experience of Thailand, what did you not learn?
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Appendix I 
The research leaflet
<  UNIVERSITY OF
#  SURREY
THE INFLUENCE OF FILM ON YOUR HOLIDAY 
EXPERIENCE
Popular film has an effect on the way in which we see the world, including your 
holidays. Using the example of The Beach and Thailand, this research aims to 
provide us a better understanding of the role that popular film plays in tourism.
Hearing tourist’ perspectives of The Beach and their experience of
travelling to Thailand is a key part of this research.
Have you been to Thailand? Have you seen The Beach? Do you have 1 
hour to talk about the film and holiday experience in Thailand? Are you
UK residents?
Participants in this research need to have seen the film The Beach (approximately 
2 hours) before the interview takes place. If you have not already seen the film, 
you will be supplied with a copy by the researcher to watch at your own 
convenience. The interviews will be arranged at an agreed time and place after 
you have had an opportunity to see the film.
Issues to be discussed include: the representation of destination and tourist 
practices, your anticipation of Thailand and your travel experience in Thailand
àSâ If you love watching film and travelling and would like to take part in 
this study which is part of my PhD research, please contact Maltika 
Siripis, Tel: 01483 683 102, email: m.siripis@surrev.ac.uk
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Appendix J
Standard letter asking for permission to interview tourists in hotels
and travel agents in Thailand
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£ UNIX/ERSITYOF
9th October, 2009 
AKA Hotel Resort and Spa
Moo 7. Baan Nhong Hiang
Hin Lek Fai, Hua Hin
Prachuabkhirikhan
77110
Maltika Siripis
PhD Researcher -Tourism
Management
School of Management,
University of Surrey,
GU2 7XH 
UK
Email: m.siripis@surrev.ac.uk 
www.som.surrey.ac.uk
Thailand 
Dear Front Office Manager
I am a lecturer in Tourism Management at the faculty of Management, Silpakom University Thailand. 
Currently, I am doing PhD in Tourism Management at the University of Surrey in England. 
My research is investigating the influence of a film on the tourists’ understanding of the destination 
image and identity. In this, I am focusing on the experience of Thailand and The Beach. Hence, 
tourists’ experience and opinions are essential for this research. As Hua Hin and Cha-am are popular 
tourist destination for British tourists, it is the ideal place to collect the information. I will therefore be 
extremely grateful if I could have a permission to visit your hotel and interview the British tourists who 
stay in your hotel to discuss these following issues:
1. The influence of The Beach on their understanding of Thailand as a tourist destination.
2. The influence of The Beach on their behaviour and decision making.
3. The image of Thailand from the film in comparison to their actual experience.
I am aware that the privacy of the tourists is your prior concern. I would not conduct the interview 
without their consent and your permission. I will be returning to Thailand during October 16th ' 3 l stand 
will stay in Hua Hin and during October 16^-20 .^ I hope to conduct interviews in during this time. I 
will really appreciate it if you could discuss with the general manager and inform me about your 
permission via email.
Thank you very much in advance.
Yours sincerely,
Maltika Siripis 
PhD Candidate 
School of Management,
Supervised by Dr Caroline Scarles and Prof. David Airey 
School of Management, University of Surrey, UK
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Appendix K 
Profiles of respondents (tourists)
Profiles of respondents (tourists)
No Sex Age Education Occupations Length of 
Stay for each 
visit
Type of 
Holiday
Frequency 
of visiting 
Thailand
1 Female 20-25 Undergraduate Student 2 weeks Individual 1
2 Male 20-25 Undergraduate Electrician 3 months Individual 2
3 Female 26-30 Undergraduate Chiropractor 2 weeks Individual 3
4 Male 20-25 Undergraduate Student 5 weeks Individual 1
5 Female 41-45 Undergraduate University
administrator
2 weeks Individual 5
6 Male 26-30 Undergraduate Golf teacher 2 weeks Individual 3
7 Male 41-45 Undergraduate Accountant 2-3 weeks Individual 5
8 Male 61-65 Undergraduate Retired 3 months Individual 5
9 Female 31-35 Undergraduate University
Administrator
2 weeks Package
1
10 Female 31-35 Undergraduate Subject manager 
for AQA
2 weeks Package
1
11 Male 41-45 Undergraduate Immigration officer 5 days Individual
1
12 Male 61-65 Postgraduate Professor in 
university
2 weeks Group
with
students
4
13 Male 31-35 Postgraduate School teacher 3 months Individual 3
14 Male 36-40 Postgraduate Lecturer in 
university
3 weeks 
/2weeks
Individual 2
15 Female 41-45 Postgraduate Researcher 2 weeks Individual 1
16 Male 56-60 Undergraduate Subject Manager 
for AQA
2 weeks Package 1
17 Male 26-30 Undergraduate Estate Agent 
Officer
3 weeks Individual 2
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No Sex Age Education Occupations Length of 
Stay for each 
visit
Type of 
Holiday
Frequency 
of visiting 
Thailand
18 Male 20-25 Undergraduate Unemployed 5 weeks Individual 1
19 Female 26-30 Undergraduate Bio-medical
scientist
3 weeks/ 4 
days
Individual 2
20 Male 56-60 Undergraduate Retired 3 months Individual 5
21 Female 46-50 Undergraduate Unemployed 2 weeks Package 1
22 Female 31-35 Undergraduate House wife 2 weeks Individual 1
23 Male 36-40 Undergraduate Business sector 2 weeks Individual 1
24 Male 41-45 Undergraduate Unemployed 5 weeks Individual 1
25 Male 20-25 Postgraduate PhD student 5 weeks Individual 1
26 Female 20-25 Undergraduate Student 2 weeks Individual 1
27 Female 20-25 Undergraduate Student 2 weeks Individual 1
28 Female 26-30 Undergraduate Assistant to library 2 weeks Individual 1
29 Male 51-55 College Post man 2 weeks Package 1
30 Male 26-30 College Unemployed 2 weeks Individual 1
31 Male 31-35 Undergraduate Student 3 weeks Individual 1
32 Female 26-30 Undergraduate Secretary 2 weeks Individual 1
33 Female 41-45 Undergraduate House wife 3 weeks Individual 1
34 Male 56-60 Undergraduate Retired 3 weeks Individual 1
35 Male 56-60 Undergraduate School teacher 3 weeks Individual 1
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No Sex Age Education Occupations Length of 
Stay for each 
visit
Type of 
Holiday
Frequency 
of visiting 
Thailand
36 Female 36-40 Postgraduate Lecturer in 
university
3 weeks Individual 4
37 Female 61-65 College Warden at Windsor 
castle
2 weeks Individual 1
38 Female 41-45 College Unemployed 3 weeks Individual 2
39 Male 56-60 College Floor carpet setting 3 months Individual 6
40 Male 26-30 Undergraduate Unemployed 2 weeks Individual 1
Notes
Age range: 20-25:7 26-30:8 31-35:5 36-40:3 41-45:7 46-50:1 51-55:1 56-60:5 61-65:3
Maie: 22 Female: 18
Types of Holiday: Individual: arrange the trip by themselves, Package: buy package tour through Tour
Company or travel agents
Male:
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Appendix L
Categories and themes which emerging from the tourists
interviewed
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Categories and themes which emerging from the tourists 
interviewed
Cat 1: Tourists’ image of Thailand (based on their previous holiday experiences)
Themes Codes
(old)
Codes
(New)
Definitions Descriptions Indicators
1 Different... it is so 
different: Tourists’ image 
of Thailand based on their 
experience
A. Exotic and 
interesting culture.
B. Diversity of 
natural beauty and 
wildlife
C. Established tourist 
destination 
especially beaches 
destination.
8AEFA
8BEFB
8CEST
1AEFA
1BEFB
1CEST
The modified 
induced tourists’ 
image of Thailand 
is a different and 
diverse tourist 
destination.
Tourists’ 
experience in 
Thailand and 
The Beach 
enhance their 
image of 
Thailand as the 
unique and 
exotic 
destination
A. Code when 
finding word 
different, 
exotic diverse, 
unlike and 
other similar 
attribute of 
Thailand from 
their
experience.
B. Code when 
finding words 
relating to 
diversity of 
tourism 
resources.
C. code when 
mentioning 
Thailand is a 
established 
tourist
destination or 
other relating 
meaning.
2 Tourists’ views of Thai 
people based on their 
experience.
A. Positive (friendly, 
warm, hospitable, 
helpful, polite, 
respectful, nice 
etc.)
B. Negative (rude, 
corrupt etc.)
11.THP+
ll.THP-
2THP+
2THP-
The local people 
both work in 
tourist industry 
and in general.
The
characteristics 
of Thai people 
from the 
tourists’ point 
of views while 
they are 
staying in 
Thailand.
Code when 
finding words 
or phase 
entailing the 
characteristics 
of Thai people 
i.e. friendly, 
nice, etc
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Cat 2: The Beach and Tourists’ imagination
Themes Codes
(old)
Codes
(new)
Definitions Descriptions Indicators
3 Tourists’ 
intensity of 
expression and 
joyous
recognition of 
their holiday 
experience in 
Thailand.
A. Tourist 
identification 
with the
characters in the 
film.
B. Tourists’ 
expression of 
joys and pleasure 
when seeing 
sceneries of 
Thailand in the 
film.
IA. IC
IB.SL
3AIC
3AIC
The expression of 
tourists’ happiness, 
joys and excitement 
while watching The 
Beach.
While the 
respondents were 
selecting and then 
watching their 
favourite scenes, they 
expressed their 
intense excitement, 
and joyous moment 
during their stay in 
Thailand which can 
be identified with the 
characters and the 
sceneries in the film
Code when 
finding
expressions of 
respondents’ 
feeling and 
attempt to make 
meanings of the 
scene they were 
watching, words 
and phases such 
as ‘ It’s cool, I 
like swimming as 
well.
4 Nostalgic 
reminiscent of 
one’s holiday 
experience in 
Thailand 
through The 
Beach.
A. Happy, relax 
holiday 
experience
B. Exciting, 
adventure 
holiday 
experience
2.NOSH
2.NOSE
4..NOSH
4.NOSE
Feeling of sadness 
mixed with pleasure 
when one thinks of 
a happy period, 
moment.
The visual 
representation of 
sceneries and 
characters and 
favourite scene bring 
back one’s memory 
of good time, 
relaxation, 
excitement and 
achievement and 
desire to be there 
again.
Code when the 
respondents state 
‘maybe when I 
was younger’, ‘ I 
have done it.’ or 
11 want to go 
back to Thailand 
again’ or other 
similar meanings.
5 The Beach and 
one’s private 
space.
A. The creation 
of one’s private 
space though 
visual
representation 
and the storyline.
B. The 
protection of 
Thailand as 
one’s private
3A.PRO
3B.PRI
5A.PRO
5B.PRI
The creation of 
one’s private space 
through the visual 
media. A. The respondents 
have a strong 
attachment to 
Thailand which 
becomes their private 
places.
B. Tourists have a 
strong reaction and
Code when 
finding; my 
Thailand, I want 
Thailand to be..., 
I don’t like the 
story, or
sentences express 
feeling of 
protection, dislike 
the storyline of 
The Beach.
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space against 
negative aspects 
and
representation in 
The Beach.
disagreement with 
the film
6 The Beach and 
construction of 
film location as 
iconic tourist 
gaze in 
Thailand.
4.ICON 6.ICON Places are chosen to 
be gazed upon 
because there is 
anticipation, 
especially through 
daydreaming and 
fantasy, of intense 
pleasure on a 
different scale or 
involving different 
senses from those 
customarily 
encountered (Urry, 
1990, p.3).
The Beach has 
enhanced the 
popularity of the film 
locations i.e.Phi Phi 
island, Khao San 
road, Pha-ngan island 
which are the film 
location and makes 
them become iconic 
tourist attraction and 
finally influences 
tourists to visit the 
location.
Code when find 
sentences 
containing 
expression their 
desire to see the 
beach of The 
Beach or other 
The Beach’s 
locations in 
Thailand.
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Cat 3: The influence of film elements on tourists’ image of Thailand
7 Themes Codes
(old)
Codes
(New)
Definition Description Indicators
The influence of 
The Beach on 
tourists’ image of 
Thailand.
A. The influence 
of The Beach’s 
storyline and 
characters on 
tourists’ image of 
Thailand
- Positive 
(beautiful, relax, 
secret, unspoiled)
- Negative(Busy, 
lawless, crimes )
- Minimum effects
B. The influence 
of The Beach’s 
cinematography 
and on tourists’ 
image of Thailand.
- Positive( relax, 
warm, nice 
weather, beautiful 
beaches, serene, 
stunning)
- Negative (hustle 
bustle, highly 
tourist oriented, 
dirty, )
- Neutral
7Ap+
7An-
7AM
7Bp+
7Bn-
7BN
7AP+
7AP-
7AM
7BP+
7BN-
7BN
The impact o f filmic 
elements of The 
Beach on tourist’s 
image of Thailand 
for example the 
storyline, the 
characters, the 
cinematography and 
the location.
A. The storyline and 
the characters of The 
Beach influence the 
tourists’ image of 
Thailand in 
negative, and 
negative. This 
includes the 
minimum effects.
B. The influence of 
The Beach 
cinematography and 
location o f the 
tourists’ image of 
Thailand in positive, 
negative and neutral 
ways.
A. code when 
finding statements 
entail meaning that 
The Beach’s story 
can happen 
anywhere or it is 
fictional or other 
similar meanings.
B. code when 
finding statements 
entail
cinematography and 
location are 
convincing or 
similar meaning.
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Cat 4: The Beach and representation of Thailand as a tourist destination
8 Themes Codes
(old)
Codes
(new)
Definitions Descriptions Indicators
The
representation 
of Thailand in 
The Beach
A. Not enough 
insight of 
Thailand’s 
culture, people 
and other part of 
Thailand.
B. Backward, no 
modem part of 
Thailand.
C. An
exaggeration of 
situation
D. Beautiful 
tropical beach, 
warm weather 
and blue sky: a 
beach holiday 
destination
E. Violence and 
drug oriented 
Destination
F. Similar to 
other South East 
Asia countries
7C1
7C2
7C3
7D.
ASTH+
7D.
ASTH-
7D.
SEA
8C
8B
8C
8D
8E
8F
Representation; 
film representation 
of the country in 
according to the 
storyline.
The whole film, in 
general does not 
portray Thailand 
accurately in 
according to the 
tourists 
experience.
Code when finding 
statement mentioning 
the film does not 
accurately portray the 
country, or the film 
does not tell anything 
about Thailand or the 
film misses out some 
aspects of Thailand 
and also code when 
finding when tourists 
associate the Thailand 
in The Beach to certain 
aspects and or when 
mention The Beach’s 
location is similar or 
can be set in other 
South East Asian 
countries.
9 The
representation 
of Thai people 
in The Beach.
Positive (nice, 
warm, exotic)
Negative (poor, 
cruel, violent)
No mention 
about Thai 
people
12LOP+
12LOP-
12NOM
9A
9B
9C
The dicpiction of 
Thai people in The 
Beach.
The characteristics 
of Thai people are 
represented in The 
Beach affects the 
tourist’s views of 
Thai people.
Code when find 
respondents mentions 
about the
characteristics o f local 
people portrayed in the 
Beach.
10 The Secret 
Paradise or 
Paradise lost
The secret 
Paradise
The Paradise 
Lost
13 ASP 
13BPL
10ASP
10BPL
Paradise is related 
to idyllic serene 
and peaceful place 
where tourists 
desire to be. The 
paradise lost is 
related to the 
corrupted place 
caused by conflicts 
of people.
Thailand in The 
Beach is
represented in two 
extreme ways.
One is the 
paradise of 
tourists; the other 
is the cormption 
of tourism 
industry and 
tourists’ practices
A.Code when 
mentioning the concept 
of paradise from The 
Beach and their 
experience.
B.Code when 
mentioning the 
paradise lost or the 
corruption of place by 
the development of 
tourism industry and
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which lead to the 
lost o f the 
paradise.
tourists’ behaviours.
11 The reflection 
of tourists’ 
practices and 
tourism in 
Thailand
15RFL 11RFL In general, The 
Beach reflects the 
tourists’ practices 
and tourism 
industry in 
Thailand.
The film portrays 
tourists’ practices 
and tourism 
industry in 
Thailand.
Code when mentioning 
the film tells/ portrays/ 
represents tourists’ 
behaviour, tourism 
industry in Thailand.
Cat 5: The tourists’ negotiation of The Beach and their image of Thailand
Theme Codes
(old)
Codes
(new)
Definitions Descriptions Indicators
12 Thailand’s 
image from 
tourists’ 
negotiation of 
their experience 
and The Beach
A. Tropical 
beaches and 
modernised
B. Beautiful 
landscape, 
warm
weather and 
relaxation.
C. Tourism 
oriented and 
corrupts (but 
everywhere 
has the same 
problem
6NTI
A
6NTI
B
6 NTI 
C
12A
12B
12C
The tourist’s image of 
Thailand is negotiated 
by the tourist’s 
experience and the 
interpretation of The 
Beach. The comparison 
of tourist’s experiences 
in Thailand and the 
representation of the 
country in The Beach.
A. Thailand has 
tropical 
beaches and 
moderately 
modernised.
B. Thailand has 
beautiful 
landscape and 
relaxed 
atmosphere.
C. Thailand is 
very tourism 
oriented but 
every tourist 
destination 
has the 
similar 
problems in 
touristy areas.
A. Code when 
tourists try to 
explain Thailand 
attributes relating 
to the
modernisation.
B. Code when 
tourist mention 
about the beautiful 
landscape and the 
relaxation.
C. Code when 
tourists try to 
compare tourism 
problem in 
Thailand to other 
countries.
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Cat 6: The influence of The Beach on tourist’s behaviour at the tourist destination
Themes Codes
(old)
Codes
(new)
Definitions Descriptions Indicators
13 The mechanical 5MINF 13MINF The indirect Unconsciously, the Code when respondent
influence of visual influence of beautiful and exotic mentions the location,
representation of the film as an sceneries of those beautiful
Thailand’s image Thailand portrayed sceneries
beautiful sceneries formation in The Beach have unconsciously or
in The Beach on agent on influence on subconsciously
tourists’ decision people’s tourists’ decision to influence/affect me to
to visit the decision to visit the country. visit or go to Thailand
locations and travel. or those places,
Thailand. beaches. Or when 
respondent mention he 
or she visit the place 
because it is from The 
Beach.
14 The Beach: No The Beach The Beach does not Code when mentioning
influence on does not have influence tourist that The Beach has no
tourists any impact on behaviour at the influence on their
behaviours tourist 
behaviour at
destination due to 
the different life
behaviour as they;
A. Different life 14AL 14AL the style, the different A. Have different
styles destination. travel experience 
and avoid going to
life style.
B. Just for travel 14BTE 14TE popular tourist B. Want to have
experience destinations. only travel 
experience in
C. Avoid going to Thailand
the film 14CAG 14 AG
C. Avoid going to 
the film location 
as the film makes 
it popular for 
tourists.
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Cat 7: The influences of other media and image formation agents
Themes Codes
(old)
Codes
(new)
Definitions Descriptions Indicators
15 Influence of other 
media or films on 
tourist’s image of 
Thailand.
A. King and I 
(1956) 
(history, 
culture)
Positive + 
Negative- 
Not
mention
B. James Bond: 
The Man 
with the 
Golden Gun 
(1974) 
(beautiful 
scenery)
Positive
Negative
Not
mention
C. Other media 
with visual 
i.e.
magazine,
television
programme
positive
negative
not
mention
9A.K-I
9B.J-B
9C.OM
15AKI
15BJB
150M
Other popular 
media or any 
films also 
influence the 
tourists’ 
decision to 
Thailand and 
the image of 
Thailand
The King and I, 
James Bond: The 
Man with the 
Golden Gun and 
other media i.e. 
magazines, 
television 
programmes also 
portray Thailand 
and affect 
tourists’
Code when finding the 
other media and film 
mentioned.
A.When mention The 
King and I  in terms of 
telling information 
about Thailand.
B.When mention James 
Bond in terms of 
sceneries and iconic 
tourist attraction.
C.when mentioning 
they get information 
from other media, i.e 
TV programme, 
magazine and internet.
16 Hearsays about 
Thailand
Positive (beautiful, 
cheap, amazing, 
stunning)
Negative
No mention about 
attributes
10HS+
10HS-
10HSN
16HS+
16HS-
16HSN
Information 
from words of 
month for 
example 
friends, 
relatives and 
other people’s 
experience 
about 
Thailand.
Tourists get 
information about 
Thailand from 
words of months 
from friends, 
relatives and 
people who have 
been to Thailand. 
Hearsays are 
another
destination image 
formation agent.
Code when finding 
respondents mention 
about hearing from 
friends, relative and 
people they know who 
have been to Thailand 
in positive (mainly 
cheap, beautiful, 
amazing, stunning, 
nice), negative(mainly 
corruption, busy, 
commercial), neutral(no 
mention about any 
aspect o f Thailand)
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